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Yi is just as easy to be a 
leader as to stay in second 
place, and it certainly is more 
profitable. 

Never before will Fortune 
dealers demonstrate their 
leadership as this year. 
The new line of Summer 
Sports is designed, styled, 


and priced to dominate the 
popular priced field. 


HERE’S 
THE LINE-UP 


32 patterns, and every onea 
knockout. 


All-over whites will be strong 
this year, and the 8 all-white 
patterns of Fortune Shoes in 
a wide selection of popular 
leathers will be your answer 
to this demand. 


TUNE 


More and more men are real- 
izing the comfort of venti- 
lated shoes. There are 9 new 
ventilated patterns in wide 
and fine mesh, square and 
round punch. 


In addition, the new line is 
crowded with smart patterns 
of black and whites, tan and 
whites, two toned tans, and 
all that is new in leathers and 
color combinations. 


All backed by National Ad- 
vertising to create demand, 
and a window display service 
that will make passersby stop 
and buy. 


© 1934. 
FORTUNE SPorRT YEAR 


For Fortune Shoes are styled right 
and priced right to sell in volume. 
The most outstanding line of 
shoes in the popular priced field. 


Don’t play second fiddle — write 
today for catalog of the Spring 
and Summer shoes that will domi- 
nate the industry. 


RICHLAND SHOE COMPANY 


NASHVILLE, TENNESSEE 
cA Division of General Shoe Corporation 


When writing advertisers please mention Boot and Shoe Recorder 
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THE VOICE OF THE TRADE 


SCORE and more cities and 
towns of Maine, New Hamp- 
shire and Vermont, as well as Mas- 
sachusetts, have arranged programs 
of Winter sports for the entertain- 
ment of Winter visitors. The col- 


WHY GO 70 


AS 


lege boys, of the college towns, are 
foremost among the Winter sports- 
men, and the Dartmouth College 
Outing Club is among the foremost 
of the foremost. The Appalachian 
Mountain Club has opened up hun- 
dreds of miles of ski trails in the 


White Mountains, and in some in- . 


stances has had the cooperation of 
“The Snow Train” this year will 
pick up parties from Worcester, 
Providence and other large New 
England cities, as well as from Bos- 
ton. On the baggage car will be a 
Winter sports store where a pas- 
senger can buy or hire anything 
from a pair of ski shoes to a com- 
plete Winter sports costume and can 
get new laces, or his ski shoes fixed 
up, etc. More than 100 hotels are 
announcing special entertainment, 


and also special rates for Winter 
sportsmen, both those who go in for 
records on the ski trails and the 
gallery that goes along to look at 
the sports or the scenery. 

New England figures that its 
Winter sports program this year 
will put millions of dollars into 
circulation. 

* * * 
HAMPAGNE in slippers once 
more. Zegorav, well-known 
shoe designer, created a slipper of 
black waterproof velvet with an 
overlay on the toe of a cluster of 
grapes in gold and silver kid and a 
similar cluster on the heel. At the 


-~ opening performance of the Monte 


Carlo Ballet Russe, the first Rus- 
sian ballet in New York in 16 years, 
a toast was drunk to the ballerinas 
from the slipper. .But let it be said 
a glass was fitted snugly into the 
heel. As a finale, a Cinderella con- 
test was held back stage. Some 24 
ballerinas tried on the slipper and 
the girl with the foot that fitted, 
had her health drank in the ap- 


proved manner. It evidently is an 
old Russian custom. 
* * * 


EORGE W. TARBOX, proprie- 

tor of Boston’s oldest shoe 
store, Learnard’s in Marshall Street, 
reports a brisk demand for high 


felt boots with accompanying rub- 
bers. C. C. C. workers have been 
buying them to wear in the woods. 
Not many shoe stores carry this 
type any more, but you may see a 
number of pairs hanging from the 
ceiling at Learnard’s, near the pipe 
which runs from the cosy stove that 
heats the store. 

Clogs, too, are sought and sold 
in the little shop which has been in 
business well over a century. These 
have tops of split leather and 
thick wooden soles, iron-plated and 
bound with copper. Men who make 
auto radiators find that the clogs 
wear better than boots with leather 
or rubber soles, which the acid they 
use tends to destroy. Workers in 
ice cream factories prefer the 
wooden shoes, too. 

“We're probably the only shoe 


store that sells over the counter,” 
the proprietor of Learnard’s dis- 
closes, “at least over this sort of 
a counter.” It is indeed, completely 
early American, of the wide board 
to be found in houses built two 
centuries or more ago. 

* * 


HARLES AULT, president of 
Ault-Williamson Shoe Com- 
pany, Auburn, Me., says: 

“We find the retail shoe trade 
more hopeful and optimistic than 
a year ago, as during my travels 
and those of Mr. Boothby, since 
Oct. 1 (during which time we cov- 
ered practically the entire coun- 
try) we found very definite evi- 
dence of betterment in practically 
every community. 

“We found quality goods and de- 
pendable merchandise again in de- 
mand. We found merchants more 
carefully selecting their sources of 
supply for service on orders as well 
as quality products. We have al- 
ways believed in close cooperation 
between manufacturer and mer- 
chant, and this policy will be con- 
tinued during 1934 in even a more 
friendly, liberal way than in the 
past, if such is possible. 

“Our business made _ progress 
during 1933, and we anticipate, 
from our own careful check-up, 
greater progress during 1934.” 


* * * 


ETTING more shoes fitted 
right isn’t so new after all, 
though it may be different in these 
machine-made shoe days than when 
shoes were made to measure by 


hand, for in the old comedy—“The 
Relapse,” there was this discourse 
upon the fit of a new pair of shoes: 
Lord Toppington: “Hark thee, 
shoemaker! These shoes ain’t ugly, 
but they don’t fit me.” 
Shoemaker: “My Lord, methinks 
they fit you well.” 
Lord Toppington: “They hurt 
me just below the instep.” 
Shoemaker (feeling the instep) : 
“My Lord, they do not hurt you 
there.” 


VERY Goop MY MAW / 


THREE MEN 


—An old priest, walking along a street in 
Paris one day, saw a group of workmen 
busily engaged. 

—“What are you doing?” he asked. 

—‘“I’m working for a sou a day,” said the 
first. 

—“I’m carrying bricks,” said the second. 

—I’m building a Cathedral,” said the third. 

—How easy it is to size up the character 
of a man by the spirit in which he tackles 
his job. 

—Most men, sorry to relate, just work for 
wages; soine are conscientious enough to 
endeavor to do an honest job. 

—But very few have the vision or inspiration 
to help build a Cathedral. 

—The truly successful man is he who gets 
a real thrill out of his work, and joyfully 
views with the mind’s eye the beauty or 
usefulness of the thing still to be com- 


pleted. 
6 


President. 


Lord Toppington: “I tell you 
they pinch me execrably.” 

Shoemaker: “If they pinch you 
I’ll be bound to be hanged for it.” 

Lord Toppington: “Why, wilt 
thou try to persuade me that I can- 
not feel? 

Shoemaker: “Your Lordship may 
please to feel when you think fit. 
But I think I understand my trade.” 

Lord Toppington: “Now by all 
that’s great and powerful, thou art 
an incomprehensible coxcomb; but 
thou makest good shoes and so I'll 
bear with thee.” 

Shoemaker: “My Lord, I’ve 
worked for half the people in town 
these 20 years, and it were hard that 
I should not know when a shoe 
hurts and when it don’t.” 


* * * 


OCTOR NORMAN D. MAT- 

TISON raises the issue of 
“true name shoes.” He submits a 
list of 175 trade names in which 
the designation “doctor” is em- 
ployed. How many of these shoes, 
he asks, are created by physicians 
as to lasts or otherwise? And are 
those which are not so created mis- 
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branded, according to the Code of 
Fair Competition of the Shoe In- 
dustry? 

The value of a shoe bearing the 
designation of “doctor” would ap- 
pear to be enhanced by the implied 
assurance that a physician designed 
the last over which this particular 
shoe was made, or that it was other- 
wise improved upon by him over 
the usual design and construction. 

The result, Dr. Mattison points 
out, is to indicate to the public a 
health or remedial feature existing 
in these “doctor” shoes which is not 
found in other shoes. 

Actually, he is convinced, the 
majority of “doctors” sponsoring 
“doctor” shoes are shoe men hav- 
ing no connection whatever with 
the profession. And shoe men as 
a group, he declares, have learned 
little or nothing about the mor- 
phology and structural anatomy of 
the foot. 


* * * 


**QYHARK! Shark!” is the cry 

raised when they catch sight 
of a blue fin, and this cry gives the 
title to an exciting new account of 
shark fishing by Captain William 
E. Young, mighty hunter of these 
huge fish, which has just been pub- 
lished. 

This new book adds another 
chapter to the fascinating story 
about shoes and leather, because 
sharkskin has become the most re- 
cent addition to the long list of un- 
usual and exotic materials used in 
shoemaking. It was because of new 
developments in the tanning of 
sharkskin that Captain Young, 


er, 


“Sharky Bill” to his intimates, was 
sent out on shark fishing expedi- 
tions by various European and 
American syndicates. He started 
to fish for sharks in Honolulu, as a 
sport, but for many years now 
shark fishing has been his business. 
No more satisfactory combination 
of business and pleasure could be 
well devised, everyone who reads 
his book will agree. 

Plenty of facts, and lots of good 


photographs and drawings make it 
an authority and reference for fish- 
ermen, shark leather fanciers, and 
the reading public in general. By 
the way, it is the first book to be 
bound in shark leather. 


* * * 


HE National Council of Travel- 
ing Salesmen’s Associations 
states: 

“The economic condition of 
salesmen of America has been going 
from bad to worse. Whereas for- 
merly 90 per cent of the salesmen 
of the country were either on 
straight salaries and/or drawing ac- 
counts, today statistics of our or- 
ganization show that their earnings 
have dropped on an average of 75 
per cent due to the fact that very 
few of them now receive guaran- 
teed salaries or drawing accounts 
and most of them have to work on 
a strictly commission basis and 
very often bring little or no money 
to their families. Due to pride, 
patriotism and belief in our Gov- 
ernmental institutions, the salesmen 
have tried to suppress the true con- 
ditions that exist among them, but 
conditions have gotten to such a 
point where they cannot any longer 
depend upon the whims and fancies 
of the Administration of the officers 
of the NRA and now demand a 
Traveling Salesmen’s Code.” 

* 


* 


AN DIEGO has a shoe fitters 
organization and a shoe mer- 
chants organization. In order to 
create a more friendly feeling be- 
tween the bosses and the fitters they 
decided that a get-together meeting 
of some sort, where they could all 
enjoy themselves and mix, would 
be a good thing. 

D. P. Harmer was appointed 
chairman of a committee to get up 
such a meeting and he appointed 
a bunch of live-wire helpers and 
pulled an old-fashioned stag party 
and dutch lunch; and it was a 
grand success. Everybody enjoyed 
themselves and are at present call- 
ing for another stag party. The 
party was held on the eve of Dec. 
6 and about 200 were present. 

‘ They drank 720 bottles of beer, 

4 pounds of coffee, ate 55 pounds of 

assorted cold meats, 20 pounds of 

cheese, 10 quarts of olives, 6 quarts 
of pickles, 20 packages of potato 


* 
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chips, 10 pounds of butter, 30 
loaves of rye bread and 10 dozen 
coffee rolls. 

They had a show that lasted al- 
most an hour and the rest of the 
time they spent playing cards and 
swapping shoe yarns. 

If anyone wants to get a group 
acquainted, they can take it from 
San Diego, Calif., that an old stag 
party will do the trick.” 


* * * 


IRST in the shoe industry to 

lose the Blue Eagle is the Selis 
Shoe Repairing Company of Bal- 
timore, Md. In the case of the 
Selis Shoe Repairing Company, the 
only violation complained of was 
the maximum hour provision of the 
PRA. There is evidence in the files 
showing that after signing the PRA, 
the employer added more persons 


to his business. There is no ques- 
tion of minimum wage involved as 
the employer is paying his em- 
ployees for a 60-hour week more 
than twice the requirement for a 
35-hour week. In other words, he 
is paying his employees $30 per 
week for the 60-hour week, whereas 
the minimum is $14 for a 35-hour 
week. The Compliance Board unan- 
imously recommended the removal 
of the Blue Eagle. 


* * * 


UNGAN HOOD CO. of Phila- 

delphia, reveal in a 33 x 16- 
inch calendar for 1934 a beautiful 
blonde girl under the title: “The 
Cynosure, complete with Black Kid 
Shoes,” and if pretty ankles are 
“here again” it is a sign before your 
eyes 365 days in the year. 


IN SPITE OF OUR HIGH-POWERED RIFLES —— 


—WHY DO SOME OF THE BOYS STILL STICK TO 
UNCERTAIN STONE AGE METHODS?! 
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YESTERDAY, 


Louis E. Kirstein Delivers a Stirring Mess- 
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TODAY AND 


age from Washington to National Shoe 
Retailers Association and Declares Re- 


daily report on our yesterdays and todays if not our 

tomorrows—our daily sales reports. And in going 
over ours recently I have been impressed with the fact 
that we did not seem to realize a year ago just how bad 
things were. Frankly I don’t know how we endured 
some of those figures unless we had been standing on 
our heads so long that 66 looked like 99. On many a 
day last January we did so little business that I confi- 
dently believe we can beat those days this year even if 
we close all the doors but one and have a blizzard. 

Unemployment was increasing beginning with 1930, 
month by month, and year by year. Wages and prices 
both were falling to pre-war levels. Competition had 
become so ruinous that legitimate and fair-minded em- 
ployers were finding it almost impossible to carry on 
business. The sweatshop was reappearing in every 
important industrial section of the country. Wages 
were decreased to such an extent that even a sub- 
sistence level of living could not be maintained by 
thousands of families. Children were given jobs while 
their fathers remained idle. 

And now TODAY—the start of 1934. 1933 has been 
a year of surpassing interest. The change from panic 
to confidence has been most impressive. Whereas dur- 
ing the spring of 1933, everybody was buying cau- 
tiously, reducing every possible expense, employing as 
little help as possible—suddenly many things changed 
and the last three months of the year reflect in a con- 
vincing way the returning confidence throughout the 
country. 

About a month ago, when, in accordance with the 
rotation plan announced in October, I retired as Chair- 
man of the Industrial Advisory Board of the National 
Recovery Administration, I expressed pleasure that the 
National Industrial Recovery program is working. 
Paradoxically, many of those who viewed it with dis- 
trust as the opening wedge toward Government regimen- 
tation of business are now its warmest proponents. 

The NRA has helped all business to do collectively 
what it could never have done individually—to re- 
store employment and thus decrease unemployment; to 
increase production and at the same time to provide 


[ our business, as I presume in yours, we have a 


turn to Planless Drifting Is Unthinkable 


the increased massed purchasing power necessary to 
take the additional goods off the shelves. When twelve 
million men were unemployed, unnumbered millions of 
capital were also unemployed. : 

Only by a huge cooperative effort on a truly national 
scale could employment be given to the millions of un- 
employed and purchasing power restored sufficiently 
to keep the factories open. 

The most recent statistics show an increase in wages 
of nearly sixty million dollars weekly or a yearly 
increase in purchasing power of nearly three billion 
dollars. This stupendous increase does not include the 
sums paid out by the Public Works Administration or 
the Civil Works Administration. Four million men 
have been taken out of bread lines and put into pay 
lines. All this has happened within six months. May 
we not look forward with confidence to the results that 
will be achieved by the end of the.first year of NRA? 

One of the first great industries to endorse the opera- 
tions of its code was steel, the basic commodity in our 
modern economic structure. Similar compliments are 
coming from other important groups. The list of 
satisfied customers is growing. The vast automobile 
industry recently requested an extension of its code 
which expired on December 31 and in doing so ren- 
dered a highly favorable report on its operations so 
far. The lumber manufacturers have declared that 
their agreement has meant little less than the “salva- 
tion of the industry.” The boot and shoe industry 
is well pleased; the paper and pulp group has recorded 
its code benefits. 

With these expressions, which have given chapter 
and verse to the story of accomplishments, from such 
large aggregations of capital and industry, it is small 
wonder that sentiment regarding the workings of the 
National Industrial Recovery Act has undergone an 
abrupt change toward the favorable. From scoffing 


comment, and, in some instances, active opposition, 
there is the growing conviction, even in the minds of the 
skeptical, that “The thing may actually work after all.” 

Those who were convinced at the start that the whole 
program was fundamentally sound and would work 
are not offended by niggardly or qualified praise. The 
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TOMORROW OF THE NRA 


more astonishing the results the greater pleased will be 
those first zealots. 

To those who raise the cry of “Bureaucracy”—to 
those who deplore governmental interference—may | 
first of all say that the whole spirit of the NRA has 
been to allow all industries capable of doing so to set 
up and enforce their own codes. And then may I point 
out that the NRA has removed from industry the great 
millstone it has been crying to be relieved of for years 
—the Anti-Trust Laws. All through the depression in- 
dustry has begged Government to “do something about 
it.” It ill behooves it now in the first serious and in- 
telligent effort to do something to complain of gov- 
ernmental interference. 


OST of the criticism from people in our own group 

consists of loud-sounding horror that the govern- 
ment should undertake to tell merchants and manufac- 
turers how to run their business. That is plain tommy- 
rot. Any business that is interfered with by the govern- 
ment under the codes will be a business that needs 
watching. Each industry will govern itself. As long 
as a commercial enterprise obeys the rules it will have 
no supervision, save by the representatives of the in- 
dustry concerned. But when it begins to chisel and 
cheat on hours and wages, or resorts to unfair trade 
practices, then you will see the finger of Uncle Sam 
lifted in admonition. 

In the field of industry in which I am most 
closely identified, I can personally attest to some 
astonishing results. The national recovery pro- 
gram has brought new jobs to nearly one hun- 
dred and fifty thousand people in the country’s de- 
partment stores and placed employment conditions 
on a whole above 1929 levels. 

It is startling but true that despite the fact that 
four hundred thousand stores were forced out of 
business during the depression, the total of workers 
in those stores still in business is fifteen thousand 
above the figures of four years ago. 


LOUIS E. KIRSTEIN 


I have cited but a few instances of how codification 
of some of our great industries is actually working out. 
Not only are these codes achieving their emergency 
purpose of putting men back to work and increasing 
purchasing power, they are also effecting the continu- 
ing purpose of the Recovery Act by permitting industry 
to cooperate for the common welfaré. 

Those who face the facts of the industrial world 
today know that business enterprises must be 


‘planned, co-ordinated and governed to the end that 


they will produce products sufficient (but only 
sufficient) to be consumed in such a way as will 
raise the average level of well-being. We can no 
longer permit the daily welfare of millions of 
people to depend upon the accident of a fortunate 
balance of production and consumption. 

We can no longer tolerate a condition in which 
farmers produce great quantities of food which city 
dwellers need but cannot obtain, while city dwellers 
produce great quantities of supplies that the farmer 
needs but cannot get. We can no longer tolerate 


4 


the investment of billions of dollars of our money 
in industrial equipment designed to produce and 
distribute the comforts of daily living which then 
rust unused while millions of willing workers suf- 
fer destitution because they are not employed to 
operate those machines. 

No intelligent direction of human affairs would 
tolerate such conditions and unless we achieve this 
intelligent direction we will be destroyed by the very 
machines which were intended to enrich human life. 


HE vast majority of the industries in this country 

are now operating under codes of fair competition 
or agreements authorized by the National Industrial Re- 
covery Act. This means that for the first time in our 
history we are well embarked on a nationwide co- 
operative effort to stabilize trade and industry and to 
increase the security of capital and labor by providing 
a planned assurance of fair profits, reasonable hours 
of work and adequate wages in every well devised and 
soundly managed business operation. 

The National Industrial Recovery Act was signed by 
President Roosevelt on June 16, 1933. I think we are 
already far enough on the road to economic recovery 
and stability to look back upon that date as one of the 
most important in American business history—perhaps 
of world industrial history. 

Indeed we ought to have learned by this time that 
prosperity will remain just around the corner unless 
the other fellow has a share in it. Some of us seem 
to have the idea that we have a God-given and eternal 
right to our peak production and profits of 1929. We 
all of us cherish the thought that when we were at that 
peak it was as a result of our own wisdom, skill and 
effort and that when we were not, it was due either to 
unkind fate or government blundering. That is com- 
forting to our self-esteem, but it does not tell the story 
and it does not help much. What we all have to do 
is to realize that we are not each sailing a private 
craft on a limitless ocean but that we are fellow voy- 
agers on a liner traversing a stormy sea and that if 
we run on the rocks we are all shipwrecked together, 
so it behooves us not to rock the boat and not to get 
in the way of those who have to steer it. 

The reason why we may indulge in this pleasing 
retrospect is that we have not merely jerked ourselves 
out of the dreary bog of the depression, to stumble 
blunderingly uphill to the dizzy peaks of 1929. We 
found that there are killing drops from such altitudes. 
Appalling concealed crevices lurk there into which a 
whole people may fall to distaster. Hereafter, if we 
can live the good life on the table-land of economic 
security below we will be content. Balloon ascensions 
into the stratosphere have been important in demon- 
strating that we cannot live there. 

One of the criticisms leveled at the NRA has been 
that it should have based codes merely upon maxi- 
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mum hours and minimum wages instead of letting so 
many apparently unimportant trade regulations creep 
in. Well, I wonder. I have no doubt that some things 
have crept in that should not have—and I have no doubt 
that codes will have to be revised continually. But I 
wonder if that criticism basically is sound. Other 
things besides the cutting of pay to the starvation point 
and the lengthening of hours to the breaking point led 
to our economic chaos. 

You as shoe men can realize that if one firm sold 
all its turn soles (which wasn’t its main line) at 
cost or less, while another sold all its evening slip- 
pers at a loss, while still another sold all its sport 
shoes for little or nothing, soon there would be no 
profit in any shoes for anybody and soon factory 
owner and employees alike would be on the street 
where minimum wages and maximum hours would 
not bea problem at all. Similarly is the retail trade 
— if one store takes shoes, and another takes drugs, 
and another takes dresses, and another hosiery, for 
its loss leaders—soon there won’t be any line on 
which a legitimate profit may be had to pay em- 
ployees decent wages. The object of course in sell- 
ing certain of its goods (and those goods marked 
articles) at cost or less is to give the impression 
that all of its merchandise is similarly priced. It 
is quite apparent that such an action is not only 
unfair to its competitors who perhaps have a big- 
ger stake in that particular article, but equally un- 
fair to its customers who by the very nature of 
things have to pay a higher price than is warranted 
on other merchandise to make up for the loss on 
the “loss leaders.” And certainly labor stands 
only to lose, for the living wages and livable hours 
the NRA is trying to bring back would not last 
long with the chiseling that inevitably folows such 


a procedure. 


OR is the matter of “extra discounts” something so 
utterly beyond the pale of unfair trade practice. 
I am old enough, and I imagine some of you are, to re- 
member when this country was thrown into a horror- 
stricken frenzy by the revelation that the railroads were 
giving tremendous rebates to preferred customers to 
the disadvantage of the little follow. If I am not mis- 
taken it was not a radical Congress nor a Democratic 
one that ended that practice to the plaudits of the 
nation. 

Some criticism and doubt have arisen as to the 
public’s ability to pay the new higher prices. I 
have no doubt that some prices have been unjusti- 
fied and where they have been I have grat confi- 
dence in the public—they won’t pay them. But I 
am a great believer in the theory that it is a poor 
rule that doesn’t work both ways. And where we 
found that the lower we made prices during the 
sad years, the less was the public able or inclined 


fi 
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to pay them, it seems natural that the more prices 
come back to the proper levels and the more work- 
ers are paid wages that will let them meet those 
prices, the more people will gladly buy at decent 
prices. 

The first phase of the NRA, the codification of in- 
dustry, is now nearly complete. Nearly all workers 
are working under codes of fair competition. We are 
entering the second, the permanent stage of this great 
adventure. The sound preparations made in the first 
stage I believe assure the success of an ordered, perma- 
nent economy. 

For years, trade associations have strived to formu- 
late codes of fair competition, to eliminate unfair prac- 
tices, to introduce ethical procedure, only to find them- 
selves frustrated because a minority refused to “play 
ball,” and so frankly they found they weren’t worth 
a damn. Now for the first time in history trade as- 
sociations, because of the aid given them by the NRA 
have realized their dream. 

Few men or things can long withstand ridicule. Yet 
I think it is a compliment to the NRA and those re- 
sponsibie for it, that it has weathered ridicule like an 
ocean liner withstanding a ground swell, and that in 
general such ridicule as has been poked at it has re- 
ceived only a half-hearted laugh from a small per- 
centage of our fellow citizens. 

The Recovery Act imposes restraints upon the free- 
dom of men to do things which destroy the freedom ‘of 
other men. For the first time in our economic history 
industry can protect itself from its own hijackers 
These bandits besmirched the whole system. Intent 
only on extorting the last dollar of profit, they sweated 
labor, often the labor of children. 

Their motto was: “The most work for the least 
money.” Tragically, such methods often forced the 
otherwise honest and fair industrialist to the same 
tactics, however repugnant. So we perpetuated a system 
of the survival of the worst. 

The NRA has succeeded in abolishing child labor in 
industries where it was most prevalent. This is per- 
haps one of the most dramatic results of the Recovery 
Administration. It is a source of rejoicing to all 
socially minded men and women of the nation when 
we think how many years we have been crusading 
throughout the country to abolish this and yet what 
slow progress we had made; when we think that para- 
doxically enough the evil seemed to become more 
strongly entrenched during the years of depression. 
Surely we should all be proud of this one achievement 
of the NRA if of nothing else. Indeed, if we emerge 
from the depression with child labor permanently and 
totally abolished, all the suffering which this nation 
has endured since 1929 will not have been in vain. 

With shorter work weeks, higher wages and the 
elimination of ruinous trade practices, may we not 
say that the whole nation stands at the threshold 


I sari convention was held before a top at- 
tendance of 1000 merchants interested in the topic, 
buying and selling in an NRA year. President Roosevelt 
had ordered Louis E. Kirstein, member of the National 
Labor Board, recent chairman of the National Industrial 
Advisory Board, and vice-president, William Filene’s Sons 
Company, Boston, Mass., to St. Louis to tell the conven- 
tion about NRA. When introduced by President Geuting 
as the outstanding retailer of 1933, whose accomplish- 
ments had been most beneficial to the retail craft, Mr. 
Kirstein explained that he was not unacquainted with the 
life of shoes by saying: 

“In our own store (William Filene’s Sons Company) 
shoes has been recently the healthiest and most prosper- 
ous of our divisions. In December (including the loss of 
a day) women’s shoes showed an increase of 25 per 
cent.” His address was the great national keynote to 
retailing in 1934 and was applauded and reapplauded. 


of a far richer and fuller life, that we now have 
within our reach the materials for building the 
most glittering civilization of history? 

I believe we stand at that threshold and that we look 
forward to accomplishments regarded as incredible but 
a few years ago. The machine, regarded only recently 
as man’s relentless steel competitor, will more and more 
be regarded as his greatest servitor. The whole con- 
ception of work as the end and means of life is chang- 
ing rapidly in a land where it had become almost 
deified. 

As we impose more and more of the tedium of 
toil upon the competent and tireless machine we 
will learn that it is economic wisdom to shorten 
the average work week. Higher mechanization will 
mean only greater freedom. Freedom to play, free- 
dom for the enormous self-gratification of self- 
expression in myriad ways. 

IF IT IS TRUE THAT ALL ELSE PASSES AND 
ONLY ART SURVIVES, WHAT GLORY WILL NOT 
THIS NEW LEISURE CREATE BY PASSING ONTO 
COMING GENERATIONS INCREASED OPPORTU- 
NITIES TO CREATE AND ENJOY THE ARTS. 

In no era of human history have our ideas changed 
so fast or so completely. Within a generation we have 
ceased to glorify work and have even reached the point 
where soon the man who works too long, to the detri- 
ment of the agreements with his fellows, will be branded 
as a social saboteur. He is already a “chiseler.” 

The hoary maxims once invoked to prove that there 
was something inherently good in unending toil were 
as false as they were old. Their stupid insincerity was 
at once apparent when applied to ourselves. They were 
only meant for the other fellow. 

[TURN TO PAGE 36, PLEASE] 
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WHAT 


An Analysis of the Spring Fashion 
Picture as Given by Marion Palmer 
of Harper's Bazaar at St.Louis Style 
Meeting 


Suits are the big feature 
this year. Informal suits, 
tailored suits and dressy 
suits, requiring at least 
two different types of 
shoes. 


In informal suits— 
Tweeds shown for Spring 
—Linens later. Dressy 
suits in finer woolens 
and some in silks. 


Day suits, coats and 
dresses flare to the front 
—the “wind - blown” 
movement. 


Paris says health craze 
through smart world ex- 
presses itself definitely; 
lower heels for day and 
even for evening; day 
heels from one and one- 
half to two inches. 


Bracelet straps the new 
note in patterns from 
Paris. 


All natural linen shades 
important in fabrics for 


the coming season, I am going to be general rather than de- 

tailed. After all, I know you are interested in the costume 
only as it makes a difference in your customer’s choice of shoes. 
These then are the outstanding fashions which will effect foot- 
wear selections. 

Suits first. They are the big feature this year, if all prophecies 
prove correct. As you probably know, the new Spring collections — 
in the New York wholesale market are only just opening this 
week and the buyers have not yet had a chance to indicate what 
they mean te put their faith in, but suits this year don’t simply 
mean a skirt, waist and jacket as of old. Perhaps ensemble would 
be a better word. Dresses with jacket or coat are an important 
part of the suit category and they can be as dressy as you please. 

The smartest new early Spring suit, we believe, will be of 
sports-like tweed—this for town wear. They are softer, smoother, 
more refined than the tweeds we have been wearing for the 
country. They may be monotone, mixture or check, and some of 
the checks are quite large and bold. They may be closely fitted, 
pinched in at the waist, or they may be three-quarters or seven- 
eighths length of a boxy type, and worn over wool skirts and 
blouses or dresses. 

Whatever the type, these tweed suits will make necessary a 
rugged type of shoe—not your true sports type, but a formal 
version of it. It may have a leather heel or it may have a lower 
covered heel, but it is distinctly sturdy and undressy in feeling— 
an oxford, broad strap, pump, ghillie or monk type. 

In the more popular priced lines I understand they are showing 
a rougher leather for the purpose. Incidentally, apropos the lower 
heels, from our Paris office we receive word that a health craze 
is passing through the smart world which is expressing itself in 
definitely lower heels for sport and day and even for evening; 
their day heels are from 11% to 2 in. 

Back to suits again. This sports type of suit will be followed, 
for later wear, by heavy tweed-like linens and the shoe, although 
lighter in weight, will follow the lines of the shoe worn with the 
tweed suit. Linens we expect to be very strong and as an example 
of their importance, Rodier, outstanding as a wool house in 
France, is majoring in linens and cottons and grege jute cloth 
and in rough natural cotton tweeds that Schiaparelli has fallen for. 


[ my description of costumes and shoes as we see them for 


| 
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Spring, whether cotton, 
wool, linen or silk. 
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WHAT 
SHOES? 


These tweed sports-like suits for town may be in 
grayed pastel blues, dusty pinks and leafy greens or in 
grege in combination with black, strong blue and all the 
natural linen shades which we believe will be extremely 
important in fabrics this Spring, whether cotton, wools, 
linen or silk. 

The blue costume seems to call for dark blue shoes, 
bag and perhaps hat. The pink, leafy green and grege 
and natural linen costumes can take a brown or tan 
shoe. Of course dark blue shoes could also be worn 
with the natural colors. You see here, as in the sports 
shoes, a getting away from the black shoe in favor of 
blue or brown. 

Developed along the lines of the tweed suit, and 
taking the same type of sturdy shoe, is the tweedy coat 
here. It may be single or double breasted. 

Another type that we believe equally good is the 
coachman’s coat, buttoning high at the neck with a 
turn down collar, and hanging loosely from the shoul- 
ders. These coats run to neutral colors or dark brown 
and beige mixtures, checks, etc., but the shoe story is 
the same as that for the suits mentioned. 

Now we come to the simple two-piece tailleur, mostly 
shown in men’s suiting or even alpaca. The outline of 
these suits is extremely straight and streamline. They 
are shown with plaid and other bright colored Ascot 
tied scarves. These will call for a trim, simple, one- 
eyelet tie, higher Oxford or pump, a more tailored shoe 
than taken by the informal tweeds. In fact,this suit used 
to be worn with the patent leather pump. Navy seems 
to be the predominating color, although there are some 
brown and natural mixtures. 

From the informal tweed and the tailleur we come 
to the softer, dressier type of suit. Slim and fitted, it 
reaches just below the hips. But it is of fine wool, of 
a comparatively smooth surface, although of course it 
has texture interest. The new feature about this is the 
collar which in many cases ripples toward the front. 
Even the furs, if any, carry out this jabot effect. 

From this type of suit this coat has been developed, 


FASHION EXTRA! 
Promote the Style Angle of the President's Ball 


Don’t overlook the promotion possibilities of the 
President’s Ball on Jan. 30. Parties will be held all 
over the country that night in honor of his fifty- 
second birthday and for the benefit of the Warm 
Springs (Georgia) Foundation. 

The official colors are the three flag colors and, 
in addition, peach, green and silver. Mrs. Roosevelt 
will wear a new, very pale peach blossom color which 
has been christened “GEORGIA PEACH.” Write or 
wire if you want to know where you can get the 
exact material of her dress for a window display. 


or perhaps it was the other way ’round. Note that there 
is a slight flare in the front, reminiscent of Schia- 
parelli’s wind-blown movement, about which we have 
talked so much. 

Whether it is a suit or coat, this costume quite ob- 
viously calls for a semi-dressy shoe and don’t under- 
estimate the importance of this type of suit when one 
talks of soft kid pumps or one-eyelet ties or a dressy 
oxford. Even the T-strap might be worn with the 
dressiest interpretation of this suit or coat. 

The colors for the most part are dark blues, browns, 
grege and grege browns—some gray. 

Another type of suit that will be popular is the dress 
with a jacket or coat to match that we mentioned before. 
Very smart is the type that I saw at an excellent house 
before I left. The blouse was of contrasting taffeta or 
printed silk and attached to the skirt, forming a dress. 
It was worn with a fitted little jacket reaching to the 
hips, but there is no rule about the length of the jacket. 
It is all according to what is becoming. 

The point I am making about these little suits is that 
they were dressy enough to wear later in the afternoon 
for cocktails, although they could be worn all during 
the day and consequently called for a tailored-dress 
(can we call it that) type of shoe—one that might be 
worn all day, through the cocktail hour. 

If your community is suit-minded and will go in for 
the tweedy suit for town, it seems logical to believe that 
for their moments of ease and relaxation your customers 
will have one of these softer types of costumes, or a 
print (which I shall discuss in a moment), which means 
that they should buy two pairs of shoes instead of one— 
a dress and tailored type. 

There is talk of silk suits, heavy tie silks, etc., as 
formal and as tailored as the velvet suit of this Winter. 
This takes the same type of shoe as I have been talking 
about. 

So much for suits. Now dresses. Dresses for the most 
part are subordinated to the suit inasmuch as so many 

[TURN TO PAGE 30, PLEASE] 
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The Truth and Nothing But the Truth 


HE seventeen words that conclude Paragraph A, 
Section One, Article Nine, of the Retail Code, say 
a lot and say it quick: 

“. . . and no retailer shall use advertising and/or 
‘selling methods which tend to deceive or mislead the 
customer.” 

What a jolt for the dishonest advertiser, or the care- 


CLEARANCE /— 


WOMEN'S SHOES —— 


$00 sf 


MEN'S GOOD SHOES 


CHILDRENS SHOES 


BEGINNING (DATE) 


YOUR SHOE STORE 


Plan a sale layout that makes the copy easy to read, and at the 
same time is distinctive and adaptable enough to be used throughout 
the sale campaign to give continuity. 


Is Compelled by the Retail Code 


By R. E. ANDRUSS 


less copy writer who has been getting by on bunk— 
loading his copy with screeching, screaming superla- 
tives that became meaningless through misuse! 

What a relief to the responsible advertiser who no 
longer faces the difficulties of unfair advertising with 
its exaggerations and misrepresentations! 

How thankful the public should be as they read 
clearance sale advertising, knowing that it must be 
true, or else... . 

At that, it might be interesting to know how much 
of the loss of confidence in advertising that has been so 
often deplored the last year or two should be blamed 
on deliberately dishonest advertising, and how much on 
was the fault of factless, senseless statements. 

A lot of advertisers tripped up there. Some store, 
probably a big one with a keen advertising staff, would 
use powerful statements, and follow through with con- 
vincing proof. 

Some one else would see the copy—like the kick in 
the superlatives—and use them; but fail to back up 
the statement with proof. Or else the values offered did 
not warrant the claims made in the copy. Then he 
wondered why his ad didn’t pull. 

GET THE FACTS. STICK TO FACTS IN YOUR 
COPY! Whenever a statement that seems “too good 
to be true” is made, give the “reason why” promptly 
and clearly. 

For example, $5 shoe at $1.69 sounds pretty strong. 
Yet the statement might be true. They might even be 
this season’s styles. BUT—they might be in very large 
or very small sizes! And that fact should be stated. 
Leaving it out is tricky. 

Under the Code, it’s something to watch. Even with- 
out the code, such things create unpleasant feelings 
among customers. 

If you have some ancient shelf warmers to move— 
tell the truth about them. You can tell folks “these 
shoes aren’t so much for style, but they’re made of good 
materials, and they'll give real service.” 

People who insist upon style wouldn’t buy them any- 
way, but frankly telling why they’re marked down so 
low is certain to create favorable interest among those 
who can use them. 

Instead of a string of super-superlatives, such as were 
a habit a while back, try a good plain statement—“You 
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UNDER THE CODE 
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Base Copy on FACTS—and Avoid All 


save $1.65 on these $6 shoes, reduced to $4.35 for 
clearance.” 

You need not go back very far in the newspaper files 
to come upon the era of exaggeration. Even a lot of 
usually-conservative stores were going it pretty strong 
in their efforts to make more verbal noise than their 
competitors. As for others, they would make an old- 
time writer of circus posters blush in shame. 

Just a year ago I had quite an argument when I 
wrote the copy for a New England store, that was going 
out of business—it wasn’t bombastic enough to suit 
the merchant. It was finally used, however, and the 
stock was closed out in ten days. 

Two reorganization sales and an anniversary sale 
that I promoted with sane, sensible copy were also 
successful. The values were good, the copy sincere— 
and attention was given to both the merchandising and 
the ad-layouts, and the advertising clicked! 

Just a few weeks ago a liquidation sale announce- 
ment appeared in the New York papers which stated 
that price tickets in three colors would be used, (1) 
for the store’s merchandise, (2) for special purchases, 
(3) for merchandise from another store. This was 
compelled by the code, yet the obvious truthfulness of 
the ad did much to overcome the doubts the public has 
regarding liquidation sales. 

Writing clearance copy under the code takes us back 
to the principle that has always proved itself in ad- 
vertising—KNOW THE FACTS AND TELL ABOUT 
THEM IN AN INTERESTING WAY. 

Even without the code it wasn’t good advertising to 
make statements that created doubt in the reader’s mind, 
no matter how true they might be. 

Or you might state that you are closing out broken 
lines of Fall and Winter shoes in seventeen different 
styles at HALF-PRICE. But explain there are not all 
sizes in every style. 

Good descriptions of the merchandise help-—even 
at sale time. If there isn’t room for a description of 
each style in the marked-down group, simply say “in- 
cluded are—” and describe a few styles. Even a gen- 
eral description of the group can be used. 

Another point to watch is layouts. There are far too 
many careless layouts among sale ads. An ad that 
looks easy to read is read twice as often as the same 
copy in an ad that looks hard to read. 


Exaggeration in Writing Sale Copy 


If you have good shoes; don’t make them look cheap 
by using a cheap layout. Let the copy and price tell 
of savings, but let the layout uphold the quality of the 
shoes. 

Writing clearance copy under the code isn’t hard. 
It simply calls for sane, sensible copy, based on facts. 
It can be enthusiastic without exaggeration. It must 
be truthful. 

Anyway, we all know that the advertiser guilty of 
using a barrage of bunk is likely to discover that most 
of the shells are duds! 


SHOE SALE 


$00 $00 


STORE NAME 


$00 
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Time to Harmonize the Show Problem 


THE SHOE AND LEATHER INDUSTRY HELD ITS 
GREATEST MARKET FAIR AND THE NATIONAL 
SHOE RETAILERS ASSOCIATION ITS GREATEST 
CONVENTION IN ST. LOUIS THIS WEEK STOP 
AS THE FIRST OF THE GREAT INDUSTRIES 

TO PLAN THEIR BUSINESS FOR THE NEW YEAR 
WE REPORT TO YOU THAT RECOVERY IS NOT 
JUST AROUND THE CORNER STOP IT IS HERE 
AND HOW STOP AT THIS GREAT TRADE 

_ GATHERING FOUR HUNDRED TWENTY SEVEN 
SHOE FACTORY ORGANIZATIONS IN SEVEN 
HUNDRED FIFTY THREE SAMPLE ROOMS INFLU- 
ENCED ORDERS FOR OVER FIFTY MILLION 
DOLLARS WORTH OF SHOES FOR PRE EASTER 
SELLING AND THEREBY PUT ITS BEST FOOT 
FOREMOST ALONG THE PATH TO RECOVERY 
UNDER YOUR GLORIOUS LEADERSHIP 


Signed: ARTHUR E. EBBS, Chairman 
1934 St. Louis Convention Committee 


velt, at the conclusion of the N.S.R.A. Conven- 

tion, and perhaps an explanation of the phrase, 
“Influenced orders for over $50,000,000 worth of shoes 
for Pre-Easter selling,” needs explanation. The fig- 
ures were arrived at by a sample system, whereby a 
large number of exhibitors were called on the ’phone 
and asked for selling totals for the week, and in almost 
every case the answer was “more than last year by 
double.” 

In one case the factory reported two and one-half 
times the volume of a year ago, totaling 126,000 pairs, 
necessitating double shift employment for the next sixty 
days. Then conclusions were drawn as to the business 
directly influenced by the market week. Consider 
these figures. The average working day’s production 
of shoes is approximately a million pair. Is it reason- 
able to expect that 427 factory organizations and 753 
sample rooms netted orders for one day’s manufacture? 
The most absurd conclusion, a conservative estimate 
might be 20 days business in the industry was influ- 
enced by the largest market Fair that has been held in 


T HE above telegram was sent to President Roose- 


years. Well, let it rest at that figure. Even if the 


answer is: “Vas you dere Sharlie.” 

Some day at some convention a statistical record 
will be made of the orders placed and the orders con- 
templated; number of potential buyers contacted, and 
all the vital statistics that might be collected if the 
shoe industry had one sales manager surveying the 
week’s business to render a report to the Code authority. 
Such a conjecture is not impossible, and eventually we 
may have an accurate basis of estimating orders and 
sales at a market convention. 

Now comes the need for a cooperative bit of trade 
diplomacy. Under the Boot and Shoe Manufacturers 
Code, the Manufacturers’ Association has taken to itself 
the right to conduct future shows at which participating 
fees can be collected. 

The Retailers’ Association has demonstrated it had 
the power through the Association to gather a great 
audience, not only for its convention, but for the mar- 
ket features built around sample rooms. 

Let us express the fervent hope the two National 
bodies will find an opportunity to harmoniously 
combine for future conventions and Market Fairs. 
Both are essential, and if the stumbling block is 
the method of collection of participating fees, that 
would seem to be the problem to be solved, to- 
gether with the proper dates, so that unity again 
can prevail. It would be a pity indeed to have the 
wasteful duplication of National Shows by rival 
organizations, when the spirit of the day is for 
collective action rather than individual selfishness. 

We have been advocating for some months past the 
need of unison within the trade that lives by sales 
over the fitting stool; common counsel is imperative 
because it is common sense. No industry in America 
is in purpose so unitedly interested in a unit article. 
The leather industry lives by and for shoes; its ex- 
ternal sales to other industries is relatively small. The 
shoe manufacturer is limited in his production to the 
one article, though that foot covering may be worn 
by. men, women and children. The majority of shoe 
stores do 98 per cent of their business in shoes. There- 
fore, shoes are the common denominator and warrant 
in 1934, common interest. Let us settle in 1934 the 
show problem that has been such a discordant note 
for over a decade. 


iva 
Editor 
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LIGHT WEIGHT 


RED CROSS SHOES 


REG.US PAT. OFF. 


FIT ALL OF YOUR FEET 


The Rosette In Stock, U. 8. Shoe Corporation, Cincinnati, Ohio 


© Spring Styles made of KAFFORITE will sparkle enticingly in your 
windows and go out of your store on the feet of well-pleased cus- 
tomers © KAFFORITE turns shoes into dollars © It is a superior 
tannage of choice, lightweight skins with a smooth, lustrous sheen 
and depth of color tone, so appealing to discriminating women. It 
has a fine grain with tight break; its extreme mellowness gives glove- 
like comfort in the wear; and, its sturdy shape-holding qualities give 
it a durability which insures continued patronage © The trimly 
tailored Red Cross shoe illustrated is made of KAFFORITE. Its in- 
genious design and the pliability of the leather combine in clothing 
the “sitting” foot in beauty and giving maximum comfort to the foot 
in motion © Specify KAFFORITE for your trig patterns in straps, 
ties, sandals, and pumps. Color swatches sent on request. 


TH E LEATHER COM PANY 


on Fine Cf Leathers” 
GiRAR D OH IO 


When writing advertisers please mention Boot and Shoe Recorder 
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TISE SHOES,” we do so not because there are 

only six ways of advertising; rather that the six 
types which we will develop this morning in a brief 
discussion represent a consensus of the six most used 
ways of advertising shoes by a great many of our 
foremost retail stores. 

Before we attempt to discuss these six types of ad- 
vertising it is well for us to give some thought to the 
plan by which we shall hope to make our advertis- 
ing more effective. The first thing, of course, is to 
set up an advertising budget. This we do by setting 
aside a certain percentage of actual or anticipated sales 
to be spent over a given period for advertising. 

The next most important thing to do is to divide 
our business year into two periods of six months each; 
the first starting in February, going through the com- 
plete Spring and Summer season and through the Sum- 
mer clearance period; the second period starting in 
August with the introduction of fall fashions and run- 
ning through the Fall and Winter season and the Janu- 
ary clearance period. 

The next step is to determine how much of our 
advertising budget we are going to spend in each of 
the months. In doing this we shall keep in mind the 
amount of sales accomplished in each month. This 
is to insure spending the most of our advertising money 
in those months which give us our greatest volume. 

The next step, if the store has more than one depart- 
ment, is to break the advertising down by departments, 
allotting advertising money to each department accord- 
ing to the amount of business contributed to the total 
volume by each department. 

The third step which is to be taken, if there is more 
than one price line in each department, is to arrange 
the advertising budget so that each price line receives 
advertising in relation to the volume of business done 
in each of the price lines. Even in large shoe stores 
or shoe departments demand seems to center itself 
on three, or possibly four, price lines. 

After this has been done the next thing, of course, 
is to decide in which of the various advertising media 
the money will be spent. 

As our talk now concerns principally newspaper 
advertising, let us study briefly the six most outstand- 


I: considering this topic, “SIX WAYS TO ADVER- 


SIX WAYS TO ADVERTISE 


An Address Before the N.S.R.A. 
Convention at 


By M. M. MURPHY 


Advertising Manager, Krupp & Tuffly, Inc., Houston, Texas 
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St. Louis 


ing types of shoe advertising. The rough layouts which 
you will be shown do not represent the one and only 
method of assuring these various types of advertising. 
They are only to help you visualize the various forms 
and to be helpful to you in adapting those forms which 
seem most likely to fit your needs. The first type we 
have to consider is, 


“Institutional Advertising” 


which simply means selling your store, its services, 
its purposes, policies and ideals, to your community. 
It has been said by many authorities that far too little 
institutional advertising is being done by retail stores, 
notably shoe stores, and much that is done is not of 
the best sort. Much institutional advertising assumes 
a boasting attitude, which is fatal because the people 
who read such advertising resent it. So whatever might 
be said falls by the wayside. 

Some stores dwell at length upon their beautiful store 
Luildings, store appointments, and services—others, as- 
suming that the public is not interested in the store’s 
equipment, attempt to sell their community on the idea 
that the store is fashion-alert, knows its business and 
is endeavoring to render a true service. 

Many prominent stores favor this type of institutional 
advertising, reasoning that the nearer a store gets to 
a consumer’s personal problems and the more able 
a store is to help the consumer to be in fashion, the 
more likely he is to be influenced favorably. 

The rough layout which you see is an attempt at 
a suitable form for a storewide institutional announce- 


The six principal advertising ways according to 
Mr. Murphy are: 

Institutional Advertising 

Selling the Department 

Formal Presentation 

Materials Presentation 

Fashion Presentation 

Construction Details Presentation 
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ment which contains the elements of fashion, complete 
assortments and intelligent service. This layout sug- 
gests shoes for the family and points out highlight 
fashions and in the reading matter of the announcement 
probably would stress the fact that several price lines 
were available in each of these fashion groups so that 
the store is in a position to take care of the needs of 
people in several income levels. 

Although the thought has been generally used, many 
Advertising Managers have the feeling that nothing so 
imparts the thought of stability and dependability of 
a business house so forcefully as an illustration or a 
suggestive illustration of the store’s own building. In 
using this type of institutional advertising it is well 
to draft for your store 1 policy or code which will be 
put in written form and used almost word for word 
each time. 

Now we come to another interesting way of adver- 
tising shoes, the second in our series, 


“Selling the Department” 
the departmental selling announcement is a convenient 
handle for taking the store apart and revealing to your 
patrons and prospective patrons the service facilities 


and all other favorable points of each of your store’s | 


departments. 

In the rough layout which you see we have singled 
out the Juvenile Shoe Department for special pro- 
motion—this would set forth the facts about complete 
stocks of juvenile footwear, competent fitting service, 
plus any additional features which the store might 
have to offer in that department. It is possible to 
promote a particular department in conjunction with 
a service, a particular brand of shoes, or price line, 
thus providing enough latitude to keep departmental 
selling announcements interesting to your readers. 

The third way of advertising shoes is, 


“A Formal Presentation” 


this type of advertising should not be used too fre- 
quently because by doing so much of the effectiveness 
would be lost. From time to time, as unusual mer- 
chandise with a great deal of fashion interest in its 
make-up comes into your store it is well to formally 
present this fashion thought to your readers. The 
formal presentation of unusual things establishes a 
store as being fashion conscious. In an announcement 
of this type, neither too much nor too little copy should 
be used. The story should be boiled down to the es- 
sential facts such as would be interesting to those who 
favor fashions. The layout should be fairly simple; 
the whole announcement should reflect simplicity be- 
cause in that way we get the strongest form of written 
expression. It is possible for a store to overdo a formal 


25 


M. M. MURPHY 


presentation of merchandise by presenting good, bad 
and indifferent styles in the same manner, lessening the 
believability of the announcement. 

The next layout we will consider is where 


“The Material Is Emphasized” 


this type of advertising is especially useful for the 
advertising of medium to low priced shoes where a 
particular material amounts to important fashion news. 
In illustrating this type of advertising the dramatiza- 
tion of the material itself can be helped considerably 
by little atmospheric sketches in the advertisement, as 
sociating some familiar thing with the color, texture, or 
use of that material. For instance, little thumbnail 
sketches of palm trees in connection with white shoes 
or sport shoes or a suggestion of evening dress in 
connection with some evening shoe material. 

The next layout, the fifth way to advertise shoes, has 
to do with 


“A Specific Fashion” 


in the rough layout shown we have combined two lead- 
ing colors with a specific fashion. In an advertisement 
of this sort the shoe illustration should be sufficiently 
large to clearly show the point we are trying to develop, 
whether it be pattern, heel, or trimming detail. 

Shoe stores need more of this type of advertising, be- 
cause it has a powerful sales appeal, creating a definite 
tie-up with some specific apparel fashion which may be 
important. In this connection, little sketches of dress 

[TURN TO PAGE 35, PLEASE] 
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**¢ \, UR store has never been a 

price store,” Herbert J. 
Rich, of Washington, D. C., ex- 
plained to me. “We must sell qual- 
ity and service only.” Carrying 
out this thought he said, “We never 
bought shoes at a price, but always 
to a grade. If a customer needs 
foot treatment, we suggest some 
good specialist be consulted. Sales- 
persons do not hesitate to spend an 
hour or more in properly fitting a 
customer. The foregoing is cited to 
show how far we will go in this 
store in building customer confi- 
dence. 

“A store which does not have 
complete customer confidence can 
not hope to materially increase 
their business. 

“Customer confidence is main- 
tained in a large part through the 
trade seeing the same faces in a 
store year after year. We believe 
in holding our employees. Some 
men have been connected with this 
institution longer than I have lived. 
Recently we changed our sales- 
people’s bonding company. The 
new company remarked that they 
had never had a firm whose staff 
had been with them for so long a 
period. Even if our men have been 
with us for a long while, they are 
amendable to new ideas and 
thoughts. 

“Conversation in our store be- 
tween customer and salesperson has 
but one point—to sell shoes. It is 
ordinary selling when a man is buy- 
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ing a black shoe to show him a 
companion one in brown. It is real 
salesmanship when, knowing that 
the man has a wife and child, we 
show him boudoir slippers or 
children’s galoshes as well. That’s 
what makes extra sales.” 


“ OW, if you don’t mind I 

shall lay aside for you the 
exact duplicate of this pair of shoes 
in this other color!” or, “Now if 
you don’t mind I shall send in an 
order for another pair of shoes like 
these in this other shade!” 


Those simple words spoken to 
every man who buys shoes from Al 
Reno of Harris & Company, Glen- 
dale, Calif., gets an “All right” 
from 80 per cent of them. Of that 
80 per cent no less than 40 per cent 
come back and get the second pair 
within a few days. Some months 
it runs up to 50 per cent of the 80 
per cent. 

“It is just as easy as selling a 
second pair of pants with a suit,” 
says Mr. Reno, “just exactly as 
easy and just as logical. Think 
what it does for you; the customer 
is then sealed against buying his 
next pair of shoes elsewhere, and 
it is a cinch that every time he puts 
the pair of shoes on that he took 
home, he will think of the ones that 
you have put away for him! 


“I keep the shoes laid away for 
three weeks if necessary. Most of 
those who agree that I may lay 
the shoes away come back inside 
of a week, but the three week limit 
is reasonable. 

“By the plan of laying away the 
twin pair or affirmatively suggest- 
ing that the twin pair be ordered 
and laid away we are getting our 
30 per cent pick-up.” 


FTER trying every type of high 
class publicity Charles S. 
Cline, proprietor of the French 
Slipper Shops, Los Angeles and 
Hollywood, Calif., has settled down 
to sending a personal Christmas 
letter to each individual in his list 
of 18,000 personal customers. Two- 
thirds of these letters are to cus- 
tomers in the Los Angeles metro- 
politan area and one-third to cus- 
tomers in all parts of the United 
States and Canada. 

The mailing list is a contact list 
only, no name going on to the list 
except the name of a buying cus- 
tomer. The letter talks about style, 
quality and new creations only. 

“We realize,” says Mr. Cline, 
“that the business depression has 
made such practical articles as 
shoes very acceptable gifts and our 
letter stresses the gift idea. I have 
all the confidence in the world that 
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SELECTED 


from the highest grade skins. 


TANNED 
by an exclusive process, giving it 
high lustre, fine flat grain, tight 
break, superb finish, mellowness 


and durability. 
FINISHED 


by master craftsmen who take 
great pride in their work. 


SOLD 


by retailers everywhere who desire 
to give their customers the best. 


In Black, White and Colors 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 


xXTANNERS OF FINE CALF LEATHERS 


When writing advertisers please mention Boot and Shoe Recorder 
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the times ahead are good times and 
am conducting myself accordingly.” 

In both French Slipper Shops, 
located at 720 S. Flower and at 
6317 Hollywood Boulevard, only 
short vamp women’s slippers have 
ever been sold. During the last 
three years there has been no let 
up in quality and no radical cut in 
prices. A large percentage of the 
slippers sold are individual crea- 


SLOTTED wallboard back- 
ground provides effective dis- 
play space for men’s hosiery at the 
Omaha, Nebr., Kinney Shoe Store. 
The specially constructed display 
makes it possible to show hosiery 
without taking of valuable space on 
the bottom of the window and also 
affords the passerby a clear view of 
the pattern. Too, socks stand out 
here much more conspicuously than 
if they were shown on the floor 
among a large number of shoes. 

The fixture is simple of construc- 
tion and costs almost nothing; a 
strip of wallboard being the only 
material required. Cut in the board 
are two rows of horizontal slots— 
a half dozen or so to a row—just 
wide enough for a pair of socks. 
One end of a pair of socks is put 
through each slot, leaving one end 
at the back of the panel and the 
other in plain view. 

The distance between slots, both 
vertically and horizontally, depends 
on the size of the panel. The socks 
can overlap without reducing the 
effectiveness of the display. A 
larger panel would provide space 
for several rows of slots. Since the 
cost is so small, several boards can 
be built and painted in different 
colors to harmonize with different 
patterns, each side of the board 
being painted a different color. 


HIS problem of having an 
arcade location, yet getting the 
benefit of a street store room, has 
been solved in a large measure by 
R. B. Harlan, proprietor of the 
Glendale, Calif., Enna Jettick Shop. 
Harlan’s store, not more than 25 
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feet square, is located fully 130 feet 
from the sidewalk and yet he has 
built up one of the best retail shoe 
businesses in the city. | 

His first pull-them-in plan in- 
volves two display cases, each long 
and narrow and well lighted in- 
ternally. These are placed in the 
broad walk of the arcade, the first 
one as near the sidewalk as is pos- 
sible. In this one he places his 
most stylish numbers, except when 
he is introducing a new number 
which has been well advertised and 
it is given right of way in this 
case. The case farther back is more 
apt to be used for the more prac- 
tical shoes, those which will be 
sought out anyway by people who 
wear them. 

The next pull-them-in plan is that 
of rushing the season just a little 
bit, being a couple of weeks ahead 
of other merchants in seasonal dis- 
plays. For instance, Mr. Harlan 
began to show his spring shoes 
early in January, immediately after 
a first of the year clearance. 

The third pull-them-in idea is 
that of a complete stock and giving 
the shop the appearance of having 
a large stock. The walls are cov- 
ered with shoe boxes from floor to 
ceiling, all four walls. One can 
not take a chance on losing custom- 
ers in an arcade shop through lack 
of variety, Mr. Harlan feels. 


NIQUE modernistic back- 

grounds worked out in sev- 
eral colors have recently been at- 
tracting a lot of attention to win- 
dow displays of the Eldred Shoe 
Co., Greeley, Colo. 

The backgrounds are painted on 
compoboard and are mounted in 
attractive picture frames. Placed 
two or three in a window, they add 
a touch of color that gives every 
shoe a much more attractive ap- 
pearance. 

On the background are shown 
painted modernistic designs repre- 
senting the Eiffel Tower, the Arch 
of Triumph, steamships and other 
similar mediums of transportation. 
Because of the World’s Fair, the 
travel idea is uppermost in the 
minds of a great many people in 


selecting any part of their ward- 
robe, and this trend is tied up with 
the windows by means of the 
backgrounds. However, the same 
idea can be worked out in different 
design and colors to tie up with 
any event or season. 

Bright colors, such as yellow, 
green, blue and white are blended 
into the designs. The bright 
colors, coupled with the odd angles 
at which the units in the design are 
set, make the screens stand out con- 
spicuously from some distance. 


** ARE you getting all the com- 
fort from your feet that you 

are entitled to?” asks Frank P. 
Smith, whose men’s shoe depart- 
ment in Washington, D. C., is the 
direct cause of making many men 
have happy feet. This question is 
the head on a post card sent to his 
many customers. Following is an 
argument relative to the benefits 
arising from wearing the shoes 
which Smith carries. A good line 
on the card reads “A card or phone 
(Nat 7120) will bring your size 
. in style . . . You can always 
buy another pair of cheap shoes 
but you cannot buy another pair of 


ETROIT doctors received an 

unique postal card from that 
unique shoe man, N. Hack, which 
made them read every word printed 
thereon. At the top of the card 
was a cut showing the eight shoe 
fitters connected with the store, but 
it was printed upside down. The 
text aptly explained why the cut 
was shown bottom side up for it 
read: “All upset. Our staff is all 
upset because you haven't pre- 
scribed Hack Shoes lately. Won’t 
you please tell more of your pa- 
tients to “Come up to see us some 
time?” Specializing in Prescrip- 
tion Footwear for men, women and 
children.” 

The long established advertising 
policy of this store in furnishing 
a chuckle in its copy is the direct 
cause of the ads always being read 


~ says Nathan Hack. 
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SALES FEATURES THAT INSURE 
YOU A REAL PROFIT ON 


THE NEW KIND 
Sport Shoes 


oodric 


DESIRABLE FEATURES 
WHICH ARE WORTH MORE 
TO YOUR CUSTOMERS 


XTRULOCK CONSTRUCTION. 
This patented process molds e 
each Goodrich Shoe into one 

smooth unit with no stitching 

and without a single seam to 

chafe feet or wear out socks! 

Foxing and trim locked to 

fabric—longer wear and orig- 

inal attractive appearance al- 

ways retained. 


HYGEEN INSOLE. The original 
green insole actually prevents 
excessive perspiration odor. A 
valuable sales feature because 
parents ask for it, prefer it and 
pay a profitable price for it. 


POSTURE FOUNDATION. Now 
comes Posture Foundation in 
certain Goodrich models — 
Posture Foundation is insur- 
ance against flat feet. 


VENTILATED UPPERS. Tiny air 
sents in the canvas uppers of 
the New Kind of Goodrich 
Sport Shoes let the fresh air 
shoot right thru the fabric, 
cooling and drying the feet. 


| 

N 

WASHABLE. Goodrich Sport ay 
Shoes are washable in plain 
soap and water. No artificial 
stiffening to wash out and leave 


the canvas limp! Mothers ap- 
preciate this feature! 


T’S necessary to sell more than just canvas 

uppers and rubber soles today—to make a real 
profit! You must have “something different” to 
get the few extra cents per sale that make the 
difference between profitable and non-profit- 
able canvas shoe business! The New Kind of 
Goodrich Sport Shoes provide that “something 
different”! Their five outstanding sales features 
take them right out of the cut-price class—yet 
they can be sold at popular prices! 


What’s more, the Goodrich sales policy, which 
includes suggested minimum retail prices, in- 
sures you a substantial margin of profit. 


You can do a good volume of business, charge 
fair prices and make satisfactory profits, if you 
sell the New Kind of Goodrich Sport Shoes. 
Write today for further information to 


THE B. F. GOODRICH FOOTWEAR CORP. 
Watertown, Massachusetts 


When writing advertisers please mention Boot and Shoe Recorder 
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have the little matching coat or jacket, 
so that what I have said about the suit 
applies to them. 

Neck lines continue high with a 
scarf (paisley is a new note), jabot, 
etc., to lend interest. Prints will be very 
good. In fact, we believe that it will 
be a bigger print season than last year. 
The patterns will not be tiny but me- 
dium. Even the tie silks run into 
paisleys and slightly freer designs. Col- 
ors, dark back grounds, fruit colors, 
clear pastels—not wishy-washy. 


HESE take the light kid shoe, pump 

or one-eyelet tie or step-in or even a 
patent leather shoe. You see in both 
the tailored suit and print dress fash- 
ions you have the possibility of selling 
patent leather if yours is the type of 
community that likes them. Paris gives 
them a fashion acceptar.ce, too; our re- 
ports say “Kid generally; then patent.” 
The Parisian woman, however, as you 
know, has always been more devoted to 
patent leather than the American wo- 
man. 

Taffetas are presented for day and 
evening. Whether taffeta suits will 
actually rustle into lunch as they did 
in 1914 is still a matter for specula- 
tion. Soft, lustrous silks for afternoon 
will be worn but we don’t expect to see 
the drippy-droopy type of afternoon 
costume. 


Y OUR dressy kid shoes obviously will 
be the general choice; some crepes 
and satin slippers might be worn. 

And so on into the evening. 

An interesting feature of the evening 
mode is the continuation of the dark 
background or solid dark colors. I saw 
a preview of the new collection of a 
very good dressmaking house in New 
York and their color story was black 
and navy for both day and evening. Of 
course there was a smattering of red, 
pale blue, ete., and they were even 
showing heavy satins in navy. 

You can, of course, dye shoes for 
your customer to match the costume but 
more probably you will find that she 
will be able to use an accenting color 
—white if there is white in the dress 
fabric, or a bright color in a crepe or 
satin sandal, perhaps with a touch of 
silver, and black with your black cos- 
tume. 

Also calling for the touch of gold or 
silver trimming will be the gossamer 
materials with silver and gold metal 
threads woven in, tiny silver and gold 
pailletes and crescent moons woven into 
demure blue and white checked gauzes 
(cotton, not silk). 

These will be extremely good for 
Spring and Summer evenings. These 
are nets, marquisettes organzas, crepes, 
of course. For the cottons and linens 
that will come later, you have your 
pique and linen shoes dyed to match. 
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WHAT CLOTHES—WHAT SHOES? 


[CONTINUED FROM PAGE 19] 


May I insert a note here about a 
type of shoe that Paris is calling atten- 
tion to for evening? It is a classic pump 
or low-cut open shank shoes with a 
bracelet strap. They also confirm your 
story here of the crepe slipper piped 
with gold or silver kid or embroidered 
in contrasting or harmonizing silk floss. 

White crepe slippers with white floss 
crescent moons, were recently made for 
Lynn Fontanne for her European per- 
formance of “Reunion in Vienna.” 

In addition to the dark evening col- 
ors mentioned, another color that ranks 
high is pale blue. It comes all through 
the fashion picture from day through 
the evening. One of the reasons ad- 
vanced for its cropping up so generally 
is that Syrie Maugham, a decorator fa- 
mous both here and in Europe, deco- 
rated Schiaparelli’s rooms in a pale 
shade of blue. You know she formerly 
used white for her rooms and brought 
it into fashion. As a result, in the mid- 
season collections, Schiaparelli showed 
wonderful new shades of blue—plover’s 
egg, ice blue and sapphire. 

This blue and the other pastels pre- 
sent no problem to you. Shoes can be 
dyed to match or, if the customer is 
practically-minded or is planning to 
travel and wants to take the minimum 
number of shoes, a brown satin sandal 
might be sold to wear with the group. 


FORECAST of the fabrics to be 

shown in the coming Paris collec- 
tions the last of January says, “Many 
brilliant evening silks, also glittering 
fabrics. Brilliant fruit colors and sap- 
phire.” 

These will probably take matching 
slippers or sandals of many colored 
strippings. Incidentally, we understand 
that Julienne’s many colored slipper is 
to continue. This was a slipper that 
we had innumerable inquiries about 
when it was shown in the Bazaar. 

We have heard that velvet evening 
slippers are expected to continue for 
Spring. 

In general the evening silhouette is 
slim, body-fitting; exquisite workman- 
ship and design, with a graceful full- 
ness or interest in the back, either 
terminating in a train or suggesting 
it. Both the low and high neck lines 
in front are smart. We show both 
without partiality. Some are very low. 
But the decolletage in back is generally 
low. It is felt that the long sleeves for 
evening will continue. 


I THINK the sports and country mode 
can be passed over with only a few 
words. In Paris and New York you can 
generalize and say that the sports sil- 
houette is the jacket, skirt, blouse, with 
matching overcoat or cape. Capes are 
excellent for travel. The overcoat or 


cape is three-quarter or shorter length 


and coats with raglan or other sloping 
shoulder cuts are good. These are in 
heavy tweeds (Some resemble rag car- 
pets), plain colored or mixtures; some 
are in checks and plaids. 

The knitted things of course are very 
good, too—cardigan sweaters and pull- 
overs over tweed or knitted skirts, etc. 
There is a type of chinchilla gob’s coat 
that will also be continued for wear 
over lighter dresses. 

I know that it isn’t necessary for 
me to suggest types of shoes for these 
costumes. I will simply confirm your 
story by quoting from a Paris cable 
just received which says, “Sports and 
walking shoes are generally ghillies or 
oxfords.” 


OCCASIN toe with heels 1% to 

1% in. (here there are some even 
lower, I understand) ; calf or heavy an- 
telope or service leather with thong 
stitching; some classic oxfords; Hell- 
stern emphasizes reddish and tobacco 
browns. Some sports oxfords have 
heavy, knobbly linen with toe and 
trimming of brown calf. Some sports 
oxfords of navy toile (fabric) trimmed 
with white calf. 

Padova shows a new hand-woven sail 
cloth—firm, stiff and waterproof—for 
daytime and resort shoes. These are 
worked in fagotting and hemstitching. 
They come in natural beige, cream, 
white, strong pastels, navy, tobacco 
brown and black. 


pens shoe story for Summer I think 
you know quite as well as I—white 
buck or service calf, with all white 
being volume; some tan or brown trims, 
with white costumes and pastels. For 
the natural and grege linens, white 
shoes with tan trimming. I haven’t 
been able to find out who, if any, is 
planning to make natural linen shoes 
among the American manufacturers. 
To sum up, it may be interesting to 
quote from an article that Adrian, the 
famous Hollywood designer of women’s 
clothes, wrote recently. He says: “What 
is coming? I feel that we are tired of 
being clever at $14.50. I think that 
clothes are growing more important 
in every way—even a little bit grand. 
This depression has left us with a de- 
sire for a little more ritual and dignity 
in life. I think there will be a revival 
of beautiful embroideries and fine laces. 
I think that tweeds will hang loosely 
again and not be padded and full of 
projection. In fact, I believe that there 
will be a reaction against the bulky and 
architectural era of clothes, through 
which we have just gone, and that this 
coming Summer will see women throw- 
ing themselves into a much more un- 
dressed state just as a release” (shorts, 


[TURN TO PAGE 35, PLEASE] 
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A certain store ina sizable 
city in the West has been 
keeping a record of their sales 
on children’s shoes. From May, 
1932, to April 30, 1933, they 
sold 1,621 pairs. Their busi- 
ness had gone down to almost 
nothing. But on last May 3, 
they opened up with Poll 
Parrot shoes in their Kiddies 
Korner. The first four months 
they sold 3,191 pairs—almost 
twice as many as they had 
sold in the previous year. No 
wonder Poll Parrot Shoes are 
the nation’s favorite line of 
Juvenile footwear. 
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ST,LOUIS,MO. 


Branch of International Shoe Co. 


When writing advertisers please mention Boot and Shoe Recorder 
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IN ST. LOUIS 


Vv 


HE 23rd annual convention of the National Shoe 
Travelers Association convened in St. Louis 
Thursday, Jan. 11, following the conclusion of 

the convention of the National Shoe Retailers Associa- 
tion. Many members of the travelers’ organization were 
on hand for the dealers’ meetings and, as in former 
years, stayed over to participate in the annual meeting 
of their own association. Leaders in the selling end of 
the business and affiliated for years with the national 
body attended the sessions of the convention and took 
part in the discussions. 

Most of the boys enjoyed a good trade during the 
preceding days the retail shoe buyers were in town, so 
that the new year is starting off in a satisfactory way 
so far as the salesmen were concerned, and with indi- 
cations that their coming road season will prove to be 
a most successful one. 

The opening session was called to order Thursday 
morning by Pres. W. T. Mitchell, of San Antonio, who 
welcomed the members and bespoke their interest and 
cooperation at the sessions. He named as the Creden- 
tials Committee: Jno. Thomas, Brockton; Henry Thor- 
sen, Minneapolis, and “Bob” Moody, San Antonio. It 
was found that 21 association affiliates were repre- 
sented at the meeting. 

Pres. Mitchell gave his annual report and appealed 
tc the members to help in increasing the membership 
roll for the coming year. Vice-president Imig expressed 
his thanks to the convention for their support during 
the year, and Secretary-Treasurer T. A. Delany gave 
an extensive review of the activities of the past 12 
months in his office. 

Pres. Mitchell expressed the regrets of former N.S. 
R.A. president, A. C. Geuting, who was to address the 
travelers, but was compelled to leave for home on 


SHOE TRAVELERS HOLD 
ANNUAL CONVENTION 


Pacific Northwest Travelers Win Silver 
Cup for Membership Gain—Association 
Holds Satisfactory Convention 
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L. L. IMIG 
Newly elected president N.S.T.A. 


The new officers of the N.S.T.A. are: President, L. L. 
Imig, Milwaukee; vice-president, Hector E. Lynch, Bos- 
ton; secretary-treasurer, Thomas A. Delany, Boston. The 
board of governors comprise the presidents of the various 
affiliated local Travelers’ Associations. 


account of illness in his family. He then named the 
Resolutions Committee, comprising Messrs. Brown, 
Whittemore and Kelleher, to have a later report from 
them. A communication was read from J. Wm. Pres- 
cott, secretary of the Iowa-N. W. Association, reporting 
activities in his area last year and commending the 
work of the national organization. 

Secretary Delany reported on code activities and 
explained various phases of the efforts to get a code 
adopted for the shoe salesman, as well as presented 
the brief he had prepared and presented to the authori- 
ties in Washington. 

The report of the Resolutions Committee was then 
heard, and included the adoption of resolutions similar 
to those presented from the Washington association, 
as well as the Southwestern Shoe Travelers Associa- 


tion, protesting the Pullman surcharge and asking for 


mileage books not exceeding two cents per mile on all 
railroads not now giving the travelers these privileges. 
The secretary was instructed to write President 
Roosevelt and Gen. Hugh Johnson asking for recogni- 
tion for the shoe salesmen under the code as suggested 
and pledging their support to the NRA. Letters thank- 
ing the several railroads for reduced fares were ordered, 
[TURN TO PAGE 38B, PLEASE] 
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HELP YOU FIT MORE 
HAPPY HEELS 


When the hemp and flax fibre we use in 
Spaulding Counters comes out of this “wet- 
machine,” as you see it here, you can be sure 
it has been knit together to stay. Every single 
fibre has been so criss-crossed, overlapped 
and intermingled with others that there’s no 
breaking away and no weakness. As a result, 
Spaulding Counters stand up longer, fitting 
your customer’s heel perfectly not only when 
the shoe is new, but for the whole length of 
the shoe’s life. 


PAULDING 


Counters 
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OTHER PART OF THE SHOE MEANS SO 
MUCH AND COSTS SO LITTLE 


Let’s “go to school” on this question, to see how 
closely it’s connected with the counters in the 
shoes you buy. Counters look like fairly simple, 
ordinary articles. They may fool you into think- 
ing, “Guess they’re all about alike. If I can 
save a penny on ’em, better do it... .” 

There isn’t a bigger mistake in all shoedom. Noth- 
ing in a shoe makes more difference—for a pen- 
ny!—than a really first-class counter. The wise 
penny invested in Spaulding Counters goes into 
better basic materials and an extra care in manu- 
facture that helps make the difference between 
blistered heels and “happy heels”—between run- 
down and upright quarters—between one-pur- 
chase customers and come-back customers. Spaul- 
ding Counters fit the last exactly, and the penny 
you may spend for them will help you build up dol- 
lar profits. Goafter the extra dollars that more sat- 
isfied customers will mean to you! Ask your man- 
ufacturer to put Spaulding Counters in your shoes! 


SPECIFY 
FAULDING 


Counters 


Get Spaulding Counters for Don’t lose a customer be- 
that extra strength in the cause of an inferior counter 
heel-seat that keeps the quar- that lets the quarter sag— 
ter standing up—like this. like this. 
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What Clothes— 
What Shoes? 


[CONTINUED FROM PAGE 30] 


low evening dresses and the very open 
sandals seem to bear out Mr. Adrian’s 
prophecy). 

Incidentally, repeal in some of the 
states seems also to have added to the 
grandeur of costumes. At least more 
are being seen at hotels in the eve- 
ning than for a long time. In New 
York, at least, it is making the cocktail 
hour at a few famous bars a very im- 
portant hour. All of which has a very 
direct bearing on shoes. 

It seems almost repetitious, though, 
for me iust to suggest that if you 
would take the fashion magazines, pick 
out a costume that you think is pretty 
outstanding, that appeals to you, and 
put it in your window and along with 
it suggest a shoe, you can get a fashion 
authority who backs you in your choice 
of shoe with the costume. 

Department stores do it. Other types 
of stores tie up with a magazine that 
is more or less of a fashion authority 
and in that way emphasize their own 
judgment. 

I think it is perfectly possible, too, 
to borrow a hat or a scarf, something 
that will add a gay color note to your 
window, which with just the presenta- 
tion of shoes is likely to be a little drab. 
Even a string of beads, a bag helps. 
I believe your neighboring stores would 
be only too delighted to cooperate with 
you and help you work out your fashion 
picture. 


Presses Pump Tops 


Boston, Mass.—For pressing top 
lines of pumps, in retail store as well as 
factory and repair shop, there is a new 

machine. The pump is put onto its 
form, warmed by electric heat, and the 
press closes around its top lines, and 
its top lines are pressed, like trousers 
in the tailor’s pressing machine, only 
trousers are pressed to a crease, while 
the top lines of the pumps are pressed 
to the lines of the last. 


New “Cocktail Sandal” 


MIAMI, FLa.—Butler’s, at 60 East 
Flagler Street, are offering an original 
“cocktail sandal” that has met with 
great popularity. It comes in all 
pastel shades, blue, green, grey, pink, 
yellow as well as black, white and 
blonde. Strappings are of perforated 
leather, with a high Cuban heel. Be- 
cause it is offered at a popular price, 
$2.45, it is having a big run for eve- 
ning wear. 


Much White Leather Wanted 


PeaBoDY, Mass.—So much _ white 
leather wanted that Hamilton, Kausel 
Co., tanners of kid in blacks and colors, 
have turned over their tannery to 
whites exclusively. 


Boot and Shoe Recorder 
Chicago Office Moves 


Chicago, Ill—The Boot and Shoe Recorder 
office is again located in the Republic Building. 

B. C. Bowen, Recorder Western Manager, 
is in charge. 


Providence Managers Shifted 


PROVIDENCE, R. I.—Recent changes 
here include the appointment of 
Jerome West, manager of Gilmore’s 
Shoe Store, to succeed Alexander 
Mines, formerly manager; L. Tanen as 
manager of Morton’s Shoe Store; Al- 
bert Fineberg as manager of the G. R. 
Kinney Co., succeeding I. M. Leiter; 
and Joseph R. Spencer as manager of 
the newly-opened Thom McAn store 
next to the Alvee Theatre. 


Store Changes Hands 


BEVERLY HILLs, CAL.—Charley New- 
ton is the new proprietor of Puss ’n 
Boots, local children’s shoe store at 228 
N. Beverly Drive. Mr. Newton was 
formerly manager of the College Boot 
Shop at 514 S. Broadway, Los Angeles. 
Prior to that he was manager of 
Young’s Shoe Store on Seventh Street. 
He has added a department for misses 
and growing girls. 

Mrs. C. Callahan who established 
Puss ’n Boots and who sold to Mr. 
Newton has opened a children’s shoe 
shop at Wilshire Boulevard and Robert- 
son Avenue, Los Angeles. 


Six Ways to Advertise Shoes 
[CONTINUED FROM PAGE 25] 


fashions help to bring the shoes into 
the fashion picture. The shoe retailer’s 
job is to forcefully and believably place 
his shoe fashions in the fashion picture 
in order that shoes may remain the im- 
portant accessory. 

The sixth way of advertising shoes, 
which we will now consider, is where 


“Construction Details Are 
Featured” 


in many cases shoes have some very 
important construction detail which 
makes them outstanding enough to be 
featured in this way. It is almost use- 
less to try to play up a feature of this 
sort in any ordinary way. A dramatic 
art treatment is called for, which will 
point out and emphasize that special 
feature so that the thought may be 
readily grasped. The body of your mes- 
sage should be perfectly clear and free 
from technical details. Find the 
simplest way of telling your readers 
“This is what this shoe will do for you.” 

As has been said before, these six 
types of advertising do not represent 
the only ways of advertising shoes, but 
rather the six most commonly used ways 
at the present time. 
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in your’ community need 
the right shoes for com- 
fort . . long wear. 
“ROY” is a “Trade Build- 
er” made to fit the job, 
with plenty of dressy style, 
with an inbuilt durability 
equal to two ordinary 
pairs of shoes. 


Three widths in stock 


12 
12 


3 and 14 
15 


10c. per pair extra west of Denver 


A plump mellow veal Kip upper leather, with 
full double leather sole with the Trade Builder 
Combination Counter Pocket and Back Stay and 
Steel Arch Support. 


“Trade Builders” are great fitters! 


QUICK SERVICE 


IN" STATIONS 


LINCOLN, NEBR. 

Branch Bros., Inc. 

LOS ANGELES, CALIF. 

Stewart-Dawes Shoe Co., Inc 

MEMPHIS, TENN. 

Wm. R. Moore Dry Goods Co. 
BRISTOL, TENN. NASHVILLE, TENN. 


King Bros. Shoe Co. 
CHARLESTON, W. VA. 

W. L, Smith & Co. 
CHICAGO, ILL. 

H. Brandt & Sons 
CHICAGO, ILL. 

‘eehn Bros. 

CHICAGO, ILL. 

R. L. Pennington 
CINCINNATI, OHIO 
Nadler’s Inc. 

CLEVELAND, O. 

The Whitney-Roth Shoe Co. 
DENVER, COLO. 

The Jos. P Dunn Shoe & Leather Co. 
DETROIT, MICH. 
American Cash Shoe Co. 
DUBUQUE, 
Merchants’ Supply Co. 
FORT WORTH, TEX. 
Hinckley-Tandy Leather Co. 
GRAND RAPIDS, MICH. 
Hoekstra Shoe Co. 
HUNTINGTON, W. VA. 
The Jeff Newberry Co. 
INDIANAPOLIS, IND. 

E. P. Bayless Shoe Co. 
LEXINGTON, KY 
Ades-Lexington Dry Goods Co. 


Neely, Harwell & Co. 

NEW ORLEANS, LA. 
Duhon, Berry & Vinton, Inc 
NEW YORK, N. Y. 

M. T. Shaw Shoe Co. of New York 
OSHKOSH, WIS. 

H. C. Roenitz Co 

PEORIA, ILL. 

John Moser & Sons 
PHILADELPHIA, PA 

Bell, Walt & Co., Inc. 
PITTSBURGH, PA. 
Newell & Schneider Co 
SAGINAW, MICH. 
Michigan Shoe Co. 

ST. PAUL, MINN. 
Scheffer & Rossum Co. 
SEATTLE, WASH. 
Washington Shoe Co. 
SIOUX CITY, IA. 

Earl F. Berg 

SPOKANE, WASH. 

The Adams Leather Co. 
SPRINGFIELD, MASS. 
M.T.ShawShoeCo.ofNewEngland, Inc. 
TOLEDO, OHIO 
Ainsworth Shoe Co. 
ZANESVILLE, OHIO 

The Black & Grant Co. 


M.T.SHAW INC: 
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Just Off the Press! 
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New— 

uide te 

Se SETTER 
WINDOW 
DISPLAYS 


The Spring edition of the Adler-Jones catalog, "The Guide 
to Better Window Displays," is just out with the latest ideas 
in display materials. You will want to see the "Build your 
own background" materials as well as the hundred and one 
other ideas. Write today for your copy of the catalog. It's 
free. 


ADLER-JONES 


Fabrics 
Turntables 
Display Forms 
Displayers 
Display Sets 
Decorative 
Flowers 
Set Pieces 
Metal Letters 
Panels 
Ruscus 
Sprays 
Mouldings 

Papers 


== DISPLAY DESIGNERS Z 


525 SOUTH WABASH AVENUE... . 


CHICAGO 
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Shop the Mar- 
bridge Building — 
Headquarters for 
Value and Style 


Under one roof. the showrooms 
of the shoe industry’ s leading man- 
ufacturers . .. easily accessible to 
retailers and buyers, who, in one 
visit, may learn all that is new and 
smart in the shoe world. 

The coming season’s outstanding 
shoe styles are on display now at 
the Shoe Buying Centre in New 
York .. . the crossroads of the 
trade ... the Marbridge Bullding. 
Come and see them before you buy! 


1328 BROADWAY NEL YORK 


Yesterday, Today and Tomorrow 
[CONTINUED FROM PAGE 17] 


The NRA will continue to use its vast power and 
influence to lift wage levels, to increase purchasing 
power and to stabilize production. 

We had no choice between standing still and 
moving on. We had to move on, either into 
greater chaos, into bigger and worse depressions, 
or into an orderly, planned and intelligent direc- 
tion of industry. 

The operations of industry under its new codes give 
every indication that we have found the way toward 
true industrial self-government that will eliminate the 
abuses of the old economic order and build a new 
security into our national life. 

In closing, I wish to say, as I have said before: 
“One thing none of us wants. We do not want to 
go back to the days of ruthless competition, to 
planless drifting. We know that only by working 
together can we bring our country out of the eco- 
nomic morass into which it has fallen. Let us stop 
carping, negative, and small minded criticism. Let 
us rather cooperate in the further development of 
what has been a magnificant beginning to the end 
that this great country and all its inhabitants may 
realize its unlimited potentialities for the good life 
for all.” 


Collective Sales Effort 


Through the experience gained in operating under 
their codes, tanners and shoe manufacturers will learn 
that, to a greater extent than heretofore, the business 
transacted over the fitting stool in the retail shoe store 
is their business as well. 

That truth is very evident to the Consumers’ Ad- 
visory Board in Washington for the Board expands 
the common conception that the consumer is the last 
buyer and user of goods, into a working rule that the 
consumer is the buyer at every stage, whether it be 
a producer buying raw materials, a jobber buying 
finished goods, or a customer buying a retail product. 
This conception, the Board holds, is necessary to 
watching the buying processes at points before the 
product gets into the retail market, in order to check 
pyramiding of expense and in order to stimulate 
efficiency of service. 

If price cutting is to disappear from the sales 
programs of the tanner and the manufacturer, it can 
only be done by a broad appreciation of the fact that 
the public must be convinced of the fact that a real 
value and a real service are to be had in the final 
product and that more of that product can be sold 
by collective salesmanship under the one house of 


industry. 
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Substi- 

tute his 

majesty the 
Kangaroo for 

Pansy Prietzel, 

the Beautiful 
Blonde Equestri- 
enne, and waft your- 
self back to the old 
circus days with profit 
to all. 


Many a retailer wonders how he can combine sound values and adequate profits with an unusually 
“pulling” advertisifg and display feature. Other retailers have already found that shoes of Kangaroo 
ride both of these horses at one and the same time. @ The story of the Kangaroo, strange animal 
from far-off Australia, and of the superb leather that is made from its skin do have tremendous 
attention-getting value. Men everywhere, time after time, have responded to it in an impressive 
fashion. And the profitable thing about featuring Kangaroo is that (1) it turns prospects into 

actual customers, and (2) its comfort, wearing, and appearance qualities keep these customers 

sold and bring them back to you. @ Genuine Kangaroo won't easily tear, or scuff. It is 

light and cool, yet durable and long wearing. No wonder manufacturers are featuring it 

in their styled lines! No wonder it is in demand from coast to coast. @ “Kangaroo 

calf,” “kangaroo horse,” and “kangaroo sides,” none of which are Kangaroo, do not 

have that combination of strength and flexibility and light weight that is character- 

istic of only the genuine. 


Australian KANGAROO 
tanned in AMERICA 


When writing advertisers please mention Boot and Shoe Recorder 
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Manufacturers and Shoe Merchants who are 
desirous of meeting the insistent demand for 
lightweight, close edged, and flexible footwear 
will find the UCO LOCKSTITCH SHOE of 


notable interest. 


Refinements of major importance are combined 
to make this SEWED SHOE one of the out- 
standing new developments in smart shoes for 


THE women. 
UCO LOCKSTITCH 
SHOE 


LIGHTWEIGHT INSOLES AND OUTSOLES 
THIN SHANKS — CLOSE EDGES 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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JUVENILE SHOE PLANNING 


How Money May Be 

Made in Children’s Shoe 

Selling Through Planned 
Promotions 


Gilbert Hahn of Wm. Hahn & Co. gives 

the high lights of his current plans for 

the company’s stores in Washington 
and Baltimore 


“Recent developments in the operation of the 
juvenile shoe department tend to make this a most 
interesting place in which to merchandise. 

“Right now a large part of our juvenile business is 
in the junior women’s shoes, the more dressy types 
with a 12/8 heel and 13/8 heel, as well as the regular 
women’s sport type welts, in the same heels. 

“Most of these shoes are in the popular prices with 
$6 as the top. . 

“Promotions in these shoes start early in January. 
This early selling in the junior misses’ runs gives us a 
better opportunity to accurately size up style trends. 
Those that show the greatest promise in the way of nov- 
elties are further developed in the misses’ runs for early 
Easter selling. 

“In the junior women’s department we are preparing 
a strong showing of sport types during January and 
February. It is possible to work up considerable in- 
terest in these early promotions. 

“Just before Easter a dressy type promotion will be 
given considerable prominence. Right after this will 
come the sport and white shoe promotion. 

“There is apparently little need for any gen- 
eral sale on children’s shoes. The merchandising 
of this department lends itself more to timely pro- 
motions than to cut price sales. 

“Few novelties sometimes need to be cleaned out, 
but by careful watching of the stock, a buyer can 
always get something out of his children’s shoes. The 
juvenile department does not require such a quick turn 
as the women’s in order to operate it successfully. 

“There is a distinct trend in the smaller runs of shoes 
—children’s, misses’ and small boys’—toward the 
‘Preventative’ types. We feel that it stabilizes business 
more to develop the preventative shoes than to just 


sell a child any pair of shoes. Hahn’s has made a 
serious study of this particular phase and as a result, 
we have developed our own shoe which we merchandise 
under our trade name of ‘Dynamic Indian-Tread 
Children’s Shoes.’ These shoes have certain features 
which will give the child better posture and help gen- 
eral foot health, due to the special fitting qualities 
worked into the last. They will give the customers 
extra service, too. 

“This Indian-Tread presentation enables the store 
to dramatize the health features in many ways. For 
example, in our newspaper advertising there is a fea- 
ture cartoon which illustrates the many angles of how 
and why Indians have such healthy feet. That promo- 
tion runs right through all children’s advertising. 

“Easter is the general peak for the sale of novelty 
shoes, and this coming Easter should be even better 
than the preceding years. For the past several years 
we have sold quantities of reptiles and imitation rep- 
tiles in our children’s shoes and the indications are 
that they will repeat this year. Patent leather has been 
a big item during Easter time, but it seems the edge is 


. off somewhat, because the children’s types are gradually 


giving way to the adult types of leathers. There is a 
little flurry on whites during Easter for church oc- 
casions, but this will drop off, due to the early Easter 
this year. May and June will see a big white pro- 
motion. 

“More and more stress is being placed on correct 
fitting. It is the principal topic at sales meetings. It is 
featured in the advertising and to do a better fitting 
job, the store is constantly getting into more widths 
and sizes. For example, in the junior misses department 
quads and triples and sizes up to nine are fairly 
common. In the smaller runs many more narrower 
widths are now carried than formerly.” 
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Shoe Travelers Hold 
Annual Convention 
[CONTINUED FROM PAGE 32] 


as well as those of condolence to the 
families of the late Arthur Earl and 
Pres. Bailey of the Northwestern as- 
sociation who was killed last week in 
an accident. 

Some time was spent in discussing 
the changes in the group insurance 
plan and a motion was carried that a 
committee be named to draft a resolu- 
tion on the subject to be sent to each 
of the local associations for action at 


the 1935 convention. Messrs. Slipher, 
Mitchell and Hunter comprise the com- 
mittee. Other new business discussed 
was the suggestion that the next con- 
vention be held prior to the dealers 
gathering, as a means of securing a 
larger attendance and the matter will 
be settled in due course by the board 
of governors when the time and place 
of meeting will be made public by the 
dealers planning the 1935 gathering. 

The silver loving cup, awarded each 
year to the local association that shows 
the greatest increase in membership 
during the past year, was voted to the 
Pacific Northwestern Shoe Travelers 
Association of Seattle. 


FOR SALE 


TWO SUBSTANTIAL MILL PROPERTIES 
CONCORD, N. H. 


ET FLOOR SPACE 


65,000 FEET FLOOR SPACE 


Favorable location. Good labor conditions. Abundant 
electric power at moderate rates. These mills are 
adjacent and may be rented together or separately. 
Price very reasonable. Liberal terms, 


RENT FREE FOR TRIAL PERIOD 


Please address all inquiries to 


CONCORD ELECTRIC COMPANY 
15 CAPITOL ST., CONCORD, NEW HAMPSHIRE 


OR RENT 
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Orthopedic Shoes Dinner 


St. Louis—One of the enjoyable 
gatherings of shoe men held in St. 
Louis during the National Shoe Retail- 
ers Association convention last week, 
was a dinner at the Mayfair Hotel, 
given Ly Orthopedic Shoes, Inc., at 
which officials and salesmen of the com- 
pany and other prominent members of 
the trade were present. 

President T. B. Wright presided and 
among those in attendance were the 
following: Al Duerbach, Harney Dyer, 
Madison, Wis.; L. B. Emerson, adver- 
tising manager, New York; Lea Lam- 
bert, Allen A. Meadors, Nashville; Joe 
Murphy, Stewart J. Rackham, Detroit; 
John Showalter, Kansas City; Dr. John 
H. Styles, Jr., Dr. Taylor, Tyler, Texas; 
Everit B. Terhune, president Boot and 
Shoe Recorder Publishing Co., New 
York; J. A. Slosberg, Sam Slosberg, 


Al Wiskochil, Dallas, Texas. 


Chicago Justice 

CHIcAGo, ILL. — Elizabeth Burnett 
(Beth Mack to the N.S. R. A.) was re- 
leased today by Judge Fardy on pro- 
bation for one year and an order issued 
that she make restitution of $99.00. 
This was in addition to $100.00 restitu- 
tion that she had already made. 

The leniency of the court in passing 
this sentence was due to the fact that 
she had previously testified for the 
state against Manager James H. Stone. 
The attorney representing the associa- 
tion acquiesced in the leniency of the 
sentence. Funds of the association to 
the amount of $30,000 had been mis- 
appropriated. 

Mrs. Burnett expressed contrition for 
ker misdeeds and wept copiously. 


Holtzman Adds Third Store 


Los ANGELES, CAL.—Herman Holtz- 
man who has popular price family shoe 
stores at 533 S. Western Avenue and 
at 5174 West Adams Street has opened 
a third store at 1716 North Vermont 
Avenue in this city. The new store 
takes the place of the Holtzman store 
at 5279 S. Broadway recently closed. 

The new store has 22 chairs. A 
limited number of high price men’s 
shoes are stocked to meet the incidental 
demand in addition to the large stock 
of popular price shoes. 


Bott Bros. to Continue 


DusuquE, I4.—Mrs. Lulu Bott has 
announced that she will continue the 
shoe store business of Bott Bros., 
pioneer Dubuque shoe firm dealing in 
men’s and women’s wear, at 640 Main 
Street. Retiring partners, Joseph L. 
Bott, J. Earle Bott and Harry L. Bott, 
have announced that they will open an- 
other shoe store in a location not yet 
determined upon. The business was 
founded many years ago by Lincoln A. 
Bott and Joseph L. Bott and deals in 


several exclusive lines. 


MA 


| 
| | 
| 
q 
| 
| 
| | 
| 
18,000 FER 
| 
‘Ci 
| 
= 
| 5S 
| 


BOOT AND SHOE RECORDER, January 20, 1934 


SEASON: 


And a Successtul 


Our program of Summer shoes will aid in 
making this wish come true for our friends 


and customers. 


Back of each of our trade marks is the pledge 
of downright value, workmanship and good 
styling . . . a fine line of shoes to sell at popular 


prices and at the right profit. 


SHOE MANUFACTURING 
Cc 0 M P AN Y 


RACINE Wisconsin 


UNION MADE 


SIX 
DOLLARS 


The tluthentic 
American Shoe 


UNION MADE OT MACINE SHOE MFG 


DOLLARS 


\ 

UNION MADE 


FOUR 
DOLLARS 


WRITE FOR SPRING CATALOGUE 


When writing advertisers please mention Boot and Shoe Recorder 
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‘Lanners of Black and Colored Glazed 
Kid for outside stock and linings 
. . + of Ribbed Calluna Kid and 
Crushed Calluna Kid ... of gen- 
uine Black Glazed Kangaroo. Exe- 
cutive Offices, 9th and Westmore- 


land Sts., Philadelphia. Branches, New 
York, London (England), Boston, Mil- 


waukee, Cincinnati, St. Louis. 
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(a conversation with an ex-schoolmate 
across a tea table. Recorded by Bill 
Smith, reporter)... “A new pair of shoes 
how often?!!! Why, my dear, what do 
you do to them—look at these shoes. I’ve 
worn them a lot, ever since I took them 
to Paris with me two months ago, and 
they’re still in perfect shape. They’re 
not uncomfortable, either, like that stiff 
leather you’re wearing. That’s another 
nice thing about kid—I almost always 
wear it in the morning and afternoon. I 
do like kid shoes. They’re so adaptable 
and they make your feet look so small and 
neat. And you have such a range of 
choice — black and brown always have 
been so nice, and they lend themselves so 
well to these stunning modern designs; 
but since this new Calluna and Crushed 
Calluna Kid have been developed you can 
even get kid shoes in perfect “tweedy” 
effects for sports and street wear.” 

Q Betty and 

Elise, and the 

other 30,000,000 


(or so) purchas- 


ers of kid shoes in this country do keep 
tabs on how their shoes stand up; are 
conscious about how easy they are to 
wear ; check up very closely on what kind 
of an appearance they make both in the 
shoe store and on their feet after a period 
of wear. @f It is because Surpass more 
than satisfies the practical and essential 
tests of every day use that so much 
Surpass Kid is used in women’s shoes. 
Surpass Kid has been outstanding for 
nearly half acentury. Over the period of 
the last two and one-half years for in- 
stance Surpass has consistently, month in 
and month out, tanned more than 25% 
of the Black Glazed Kid produced in this 
country. | Write for your FREE copy 
of the fascinating booklet, ““The Tanning 
of Kid,” which shows in photographs and 
words all of the processes by which goat 
skins are tanned and glazed. 4 Have you 
looked at sample shoes made up in the 
new crushed Calluna Kid? It is a step 
forward in the unique development of kid 
that was heralded by our well-known 
Calluna Kid. 


* 
SURPASS LEATHER COMPANY 


When writing advertisers please mention Boot and Shoe Recorder 


38d 
/ 
| 
1 
| 


BOOT AND SHOE RECORDER, January 20, 


NATIONAL NEWS 


SHOE PRODUCTION 


WASHINGTON, D. C.—Statistics on the 
production of boots, shoes, and slippers, 
other than rubber, by classes and 
states, for November, 1938, as reported 
to the Bureau of the Census by 1073 
factories, are presented in the follow- 
ing tables. 

The total production of footwear in 
factories reporting for November, 1933, 
indicates a decrease of 24.7 per cent 
from October, 1933, and a decrease of 
5.8 per cent from November, 1932. 
Production during January-November, 
1933, shows an increase of 12.7 per 


1934 


SATURDAY, JANUARY 20, 1934 


FIGURES FOR 1933 


cent as compared with the same period 
of 1932. 


-Production (Pairs) Per Cent of 

A Increase 
Jan.-Nov. 
1933-1932 


“Jan.-Nov. Jan.-Nov. 
1933 1932 
. 330,283,634 293,194,018 
24,756,334 20,534,457 
19,182,116 17,120,598 
71,410,689 70,137,584 
40,249,359 33,684,127 
20,116,706 19,444,017 
72,092,693 63,904,833 
12,953,509 10,327,969 
16,552,923 14,051,101 
16,969,663 14,151,564 
35,999,642 29,837,768 


bo Or bes 


Wis... 
All other . 


Per Cent of 


Production (Pairs) 
Increase, 


‘November 
1933 

Boots, shoes, and slippers, total 23,691,691 

High and low cut boots and shoes, total 18,448,808 


Kind 


Women’s 
Misses’ and children’s.... 
Infants’ 


Part-leather and part-fabric 
All-fabric (satin, canvas, etc.)...... 
Slippers and moccasins for house wear, 


tota 
All leather 
Part leather, felt, etc 
Barefoot sandals and all other foot- 


131,294 
133,504 


4,255,522 
1,114,582 
3,140,940 


627,921 


Jan.-Nov. 
1933 
330,283,634 
274,067,885 


Jan. -Nov. 
1933-1932 
12.7 
14.3 


November 
1932 
25,148,928 
17,734,011 


4,343,164 
2,573,884 
1,810,011 
5,469,694 
2,284,104 
1,253,154 
88,366 
33,194 
197,703 
6,404,636 
1,528,049 
4,876,587 


691,018 


59,463,502 


18,793,993 
123,974,269 
31,290,949 
17,373,685 
1,458,804 
4'488,567 
38,693,665 
10,320,193 
28/373,472 


10,350,447 


Wheat Bonus Booms Shoe Sales 


WicHiTa, KANS.—Merchants here re- 
port greatly iricreased sales from their 
farm patrons, particularly the sales of 
shoes and clothing, as a direct result of 
the $268,000 wheat bonus just received 
here and distributed in this country. 

This sum is a part of the $8,106,849 
which is being distributed in Kansas, 
the largest wheat producing state in the 
union. This is only two-thirds of the 
entire bonus to be paid, the paying date 


for the remaining one-third to be in 
the spring. 


Best Year in History 


BALTIMORE, MD.—The Chesapeake 
Shoe Co., manufacturers of children’s 
shoes, have added an additional floor 
to their factory which Mr. Goldstrom 
of the concern states will increase their 
capacity 50 per cent. As a result of 
this addition it is their intention to 
extend the line to include growing girls’ 


EVERY WEEK 


sizes, which they have not heretofore 
made. 

Aside from this extension of the line, 
the expansion of the plant was neces- 
sitated by the steady growth of the 
business, as indicated by the fact that 
rather contrary to the usual experi- 
ence, the year 1933 was the best year 
in point of production in the history 
of the business. 


Make 18% Sales Gain 


OMAHA, NeEB.—Shoe buyers in the 
department stores of this city, looking 
back over 1933, are proud of the show- 
ing they made. Almost without excep- 
tion, sale increases were reported, the 
average for the city being 18 per cent 
over 1932. The present outlook is 
hailed with delight and buyer-managers 
are confident volume will show a mark- 
ed advance early in 1934. 


Big Increase 


HOLLYwoop, CAL.—Max E, Berger, 
manager of the I. Miller store in Holly- 
wood, 6818 Hollywood Boulevard, states 
that gross sales from August through 
December (1933) were well ahead of 
sales for the corresponding months in 
any year since 1929. December showed 
big gains over last December. 


New Leather Firm Formed 


New York, N. Y.—A new leather 
firm has been formed by Frederic G. 
Barnet and Mitchel F. Barnet which 
will operate under the name of Barnet 
& Barnet, Inc. This firm whose ad- 
dress is 74 Gold St., is representing 
the following well known tanners: 
Dimond Kid Co., Inc., Boston, Mass.; 
J. S. Barnet & Sons, Inc., Lynn, Mass.; 
Thayer-Foss Company, Boston, Mass., 
os John Flynn & Sons, Inc., Salem, 

ass. 
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State 

U.S. . 12.7 

Mass. .. 

Mo, ... 1 

N. H. .. 

Ohio ... 2 

1 

2 

Men’s: 

Boys’ and youths’ .............+++ 1,515,458 1 
1 
1 

10.7 

35.5 

3.8 
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NING 


WEAR 


popular type 
of shoe construction 
is found in a wide 


range of smart styles 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Ayers Visits 8 Countries 


Boston—Fred L. Ayers, style and 
shoe manufacturing technician of the 
Brown Company of Portland, Me., 
has returned from a five-month tour 
of Europe with the report that England 


FRED L. AYERS 


and the continent are interested in 
methods by which lightness and flexi- 
bility may be achieved in women’s foot- 
wear; furthermore that details such as 
new edge effects and bottom finishes are 
eagerly sought for. European factories 
visited by Mr. Ayers were uniformly 
busy and the company executives fairly 
optimistic. 

In Russia, he believes, there is room 
either for considerable expansion in 
domestic production or an increase in 
imports; and points out in this connec- 
tion that while Russia has a popula- 
tion of 160,000,000, only 80,000,000 
pairs of shoes were made there last 
year. 

During his tour, Mr. Ayers, who is 
promoting the sale of Onco innersoles, 
visited England, France, Belgium, 
Germany, Switzerland, Italy, Poland 
and Russia. 


York Retailers Elect 


YorK, Pa.—S. Cletus Reineberg of 
the Reineberg Shoe Company was in- 
stalled as President of the York Shoe 
Retailers. Others installed were Vice- 
President, N. Rubin, Bon Ton Depart- 
ment store; Secretary, Charles Martin, 
‘who has served 12 years in that office; 
Treasurer, Samuel A. Bruggeman; 
Trustees, Louis Leibowitz, of the Fair 
and Square shoe store, George Smith, 
manager of his own store and Jacob 
Reineberg of the Reineberg Shoe Com- 
pany. 


1934 


IN STOCK - 


Representative numbers from the finest 
Line in Air-Tred history—Every Style 
In Stock. 


Smart Style, Extra Value and a PLUS 
Sales Feature are the reasons why 1933 
Air-Tred sales showed an increase of 
93% and why 1934 sales are breaking 
records, 


For some merchant in your city Air- 
Treds, with their Patented "AIR CUSH- 
ION" feature, will mean ; 


@ ADDITIONAL BUSINESS 


@ FEWER LOST SALES 
@ INCREASED PROFITS 


Will it be YOU or your competitor? 


Write for the 1934 Profit-Building Air-Tred 
Plan NOW rather than wait and wish you had. 


VERONA 


W397—Black Kid—614 Last; 15/8 Wood 
Heel. Stock AAA to D. $3.85 


W397-7—Admiral Blue Kid. AAA to 
$4.10 


W176—Black Kid—614 Last; 14/8 Leather 
Heel. In Stock AAA to E. $3.60 


W176-16—Indies Brown Kid. AAA to 
E. $3.85 


AULT-SHACKFORD 
SHOE COMPANY 
AUBURN e MAINE 


W360. Black Kid. 614 Last; 15/8 Wood 
heel. Stock AAA to D. $3.65 
W360-6—White Kid. AAA to D. 83.90 
W360-16—Indies Brown Kid. AAA to 
$3.90 


CLARICE 


614 Last; 15/8 Wood 
Heel. Stock AAA to D. $3.75 
W342-6G—White Kid. AAAto D. $4.00 


W159—Black Kid—614 Last; 14/8 Leather 
Heel. Stock AAA to E. < 
W159-16—Indies Brown Kid. AAA to 


4 3.85 
W359-44—wWhite Nubuck; 15/8 Covered 
Wood Heel. AAA to D. $3.75 
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WHERE TO BUY 
Shoe Trees 


QUICK PROFIT ITEM - 50): 


SIMPLEX SHOE TREES 2 


RETAILER 


WHERE TO BUY 
Men’s Shoes 


MEN’S FINE SHOES 
OLD COLONY SHOE CO. a 


NEW e BOSTON 
Marbridge Bidg. 10 High St. 


ORIGINAL 


FOR MEN 
J. P. SMITH SHOE CO. 
- Chicago, Ill. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


“Tettleton 


Shoes Now Retail $9 to $20 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 
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DEPARTMENT STORE SALES IN DECEMBER, 1933 


1934 


WASHINGTON, D. C.— Preliminary 
figures on the value of department 
store sales show an increase from No- 
vember to December of more than the 
estimated seasonal amount. The Fed- 
eral Reserve Board’s index, which 
makes allowance both for number of 
business days and for usual seasonal 
changes, was 68 in December on the 
basis of the 1923-1925 average as 100, 
compared with 65 in November and 
70 in October. 

In comparison with a year ago, the 


eee 


4 
+12 
Richmond 8 


Minneapolis +10 
Kansas City .......... +22 
+23 


San Francisco ......... + 6 


value of sales for December, according 
to preliminary figures, was 7 per cent 
larger; when allowance is made for the 
fact that there was one less trading day 
this year than last, the increase from 
last year is about 12 per cent. In- 
creases compared with last year were 
reported for all districts except Boston, 
which showed no change; the largest 
increases were reported in the Atlanta, 
Kansas City, and Dallas districts. The 
aggregate for the year 1933 was 5 per 


PERCENTAGE INCREASE OR DECREASE FROM A YEAR AGO 


cent smaller than for the year 1932. 


12months Number of Number 
ending reporting of 
December 31* stores cities 
—5 444 214 


—6 
* December figures preliminary; in most cities the month hed one less business 


day this year than last year. 


Form Permanent Shoe Club 


CoLuMBus, OHI0.—Since the organ- 
ization of the Columbus Retail Shoe 
Dealers’ Association, largely for the 
purpose of participating in the organ- 
ization of the Columbus Retail Trade 
Council for code enforcement, it has 
been decided to change the name to the 
Columbus Shoe Club and admit all iden- 
tified with the shoe business as either 
active or associate members. Traveling 
salesmen, jobbers and manufacturers 
will be admitted as associate members. 

A special committee will soon be 
named to prepare a constitution and 
by-laws to take in such members. The 
club has secured permanent quarters 
in the Deshler-Wallick Hotel, where 
room 13879, a beautifully appointed 
suite, has been set aside as headquar- 
ters for club members. 

Stark Altmaier is president; R. L. 
Taylor is vice-president; Ray Dorr, sec- 
retary, and Thomas Gray, treasurer. 


Shoe Wholesalers Executive 
Committee Meet 


Boston, Mass.—The Executive Com- 
mittee of the National Association of 
Shoe Wholesalers held a recent meet- 
ing with President F. B. Masterson 
presiding. 

The secretary reported that the Shoe 
Wholesalers NRA Code of Fair Com- 
petition, as agreed to at the annual 
meeting of the association, Dec. 6, had 
been forwarded by him to the National 
Recovery Administration. Notice of 


the date of the hearing on the Code at 
Washington will be sent to members as 
soon as received. 

Communications read included a let- 
ter from Wakefield Sons & Co., shoe 
wholesalers of Honolulu, T. H., giving 
some interesting facts regarding the 
wholesale shoe trade of Hawaii and ex- 
pressing interest in the work of the 
association. 

There was a general discussion rela- 
tive to the association’s future activi- 
ties. 


Moving to North Abington 


NorTH ABINGTON, MASS.—Two new 
shoe manufacturers are moving into 
the former Arnold Company plant, and 
two more are expected to move in. 
When all four factories start produc- 
tion work, work for nearly 350 men 
and women will be provided. The two 
moving in at present are the Singer 
Shoe Co. and the Fine Shoe Co., manu- 
facturers of women’s sport shoes, for- 
merly of Lynn. 


Scott Shoemakers Changes 
Hands 


Boston, Mass.—R. H. Chenoweth 
announces that he and William Bass 
and Maurice Gass have bought the 
Scott Shoemakers of Lynn, manufac- 
turers of women’s shoes, and will con- 
tinue under this name to manufacture 
women’s Compo shoes in the $3.00 and 


$3.50 retail range. 
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because they lead 


DUAL LIFE 


SERVING two classes of trade from one stock is 
sure to increase turnover and profits. 

Many retailers are having that happy experience 
with Brownbilt Tread Straight Shoes. These re- 
tailers have discovered that the young man inter- 
ested primarily in style sees in these shoes only 
the smartness and quality he wants. The Tread 
Straight features, being unobtrusive, do not en- 
ter into the deal. 

Older men, and men with weak or tender feet, 
buy from the very same stock, because of the re- 
lief, the comfort and the support afforded by the 


scientific Tread Straight features. To such custom- 
ers the Tread Straight features are explained and 
stressed, the style being, of course, an added feature. 

Invite the Brown Shoe salesman to spread the 
line. Study the spread from the angle of its dual 
application to your own trade. We believe you'll 
promptly see the extra dollars of profit the line 
represents for you. The line is carried in stock and 
retails at popular prices. Write us. 


MANUFACTURERS —SAINT LOUIS 


Brown bit 


TREAD STRAIGHT 
ag? ag? 


SHOES FOR MEN 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 
Men’s & Women’s 
Slippers ' 


KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 
Ne. 156 Black 
Kid $2.25 


SEND FOR CATALOG 
VAUGHAN-TOWLE CO. 


WAKEFIELD, MASS. 
(Dirision of L. B. Evans’ Son Co.) 


. CHASE & SONS, INC. 
W. Mass.” 


In Steck—Men’s Full Leather Lined 
Handturned Slippers 


Priced from $1.75 
Kid Slippers 
colors and black witb 
map Pocket 
‘Zipper Pocket §1 


WHERE TO BUY 


Women’s Shoes 


IT WILL PAY YOU TO SEE | 
OUR COMPLETE LINE 
OF 
HIGH STYLE 
WOMEN’S SHOES 
AT 
M.A.S.R.A. CONVENTION 
HOTEL ADELPHIA 
JANUARY 22 to 24 


BETT SHOE CO. 
58 N. 4th ST., PHILADELPHIA 


GENUINE HAND TURNS 
$335 


ONE 
GOOD TURN 
ANOTHER 

NO. $7231 BLACK SATIN oy “CONGO” 


20/8 Heel—AAA to C 
to 9 Medium Round Toe Last 


DODGE, BLISS & PERR 


BURYPORT, MASS. 
correct” DODGE FOR ALL OCCASIONS” 


me. 
“THE 


JACKSONVILLE, FLA. — The Economy 
Shoe Store of this city, formerly lo- 
cated at 225 Hogan Street, has moved 
to its new quarters at 125 Main Street, 
in the heart of the city’s business sec- 


tion. This store, which carries a com- 
plete line of orthopedic shoes and spe- 
cializing in children’s shoes, has en- 
joyed the patronage of the public of 
Jacksonville for the past nine years. 
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ECONOMY SHOE STORE IN NEW HOME 


R. H. Paxton is owner and Roy J. Phil- 
lips is manager. 

Other stores operated by Mr. Paxton 
are two stores in Jacksonville listed as 
the Walker Shoe Store and Paxson’s, 
Inc.; in Valdosta, Ga., Paxson’s Tur- 
ner’s-Jones’ Shoe Store; in West Palm 
Beach, the Walker Slipper Shop; and 
the Walker Slipper Shop in Tampa. 


Signs for 1934 World’s Fair 


CHICAGO, ILL.—The Scholl Manufac- 
turing Company, Inc., have signed a 
contract for 1934 exhibit space in the 
coming World’s Fair, it is announced 
in the January issue of Progress, the 
official organ of the Century of Prog- 
ress. 

Over seventy-five per cent of the 1933 
exhibitors have signed renewal con- 
tracts or signified their intentions of 
coming back to the 1934 Fair, it is an- 
nounced. Although novelties and em- 
bellishments will be added the essence 
of the scientific exhibits will be un- 
changed from the 1933 model, officials 
declare. 


Sale Attracts Deer 


BINGHAMTON, N. Y. — Strange’s 
Shoe Store, 14-16 Chenango Street, can 
boast of at least one visitor that was 
eager to attend their 26th Annual 
Round-up Sale. 

A 200-lb. deer, evidently bewildered 
and frightened by the city’s bright 
lights, made its entrance in a cigar 
store and then crashed through the 
window of Strange’s Shoe Store, scat- 
tering shoe boxes, benches and furnish- 
ings all over the place. Badly wounded 
from his many plunges, the deer was 
finally caught and killed, and the ven- 
ison is being distributed among local 
charitable institutions. 


Miami Style Flash 


MIAMI, FLA.—Footwear this season, 
for resort wear in particular, is run- 
ning strongly to ties, according to The 
Marke Store, one of the big department 
stores in the state. Even the new beach 
sandals with their crepe rubber soles, 
odd hexagon shaped heels in natural 
wood, in blue, white, red or green with 
white trim are smartly tied. The new 
sports shoes in white buckskin trim- 
med in white kid, or white with brown 
kid, for both active and spectator 
wear, have natty ties. Perforations 
are shown in practically all shoes— 
sometimes in the shoe itself and quite 
frequently in the leather trim. 

Heels on sports shoes are of solid 
leather, adding a smartly tailored ap- 
pearance. 

White on white and brown on white 
are the leading combinations. 


]. J. Gray Promoted 


WoonsocKET, R. I.—John J. Gray, 
for the past nine months assistant 
manager of Stone’s Booterie, Inc., has 
been appointed manager beginning the 
first of the new year. 

Mr. Gray conducted a shoe business 
of his own in this city until 1925 when 
he left the city to take charge of the 
corrective shoe department of James 
McCreery & Co., New York. After five 
years in that position he returned, be- 
coming first assistant at Stone’s. 
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BETTER LASTING 


means better shoes 


¥ 


LITTLEWAY LASTING 
means BETTER LASTING 


HAND MOTION PINCERS 
with PERFECT DRAFTING 
give TIGHT LASTED and 
SHAPE RETAINING SHOES 


No metal 
contacting the foot 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Children’s Footwear 


MRS. DAY’S IDEAL BABY SHOES 


FINE GOODYEap We, 


—for infants, 
Children, 


CHILD LIFE 
SHOE YFG. CO. 
MILWAUKEE, Wis. 


A FIRST WALKING SHOE 


worthy of 

AMERICA’S TODDLERS 
SWAN shoes of selected 
leathers and findings, 
particular workmanship 
and fine fitting styles 
are a profitable line for 
the retailer. High shoes, 
oxfords, one straps and 
sandals in 


smoke elk and 

patent leather. 

Immediate de- 

livery. Write 

for prices 

SWAN SHOE CO., INC. 
Baltimore, Md. 
New York Office—705 Marbridge Bldg. 


Demonstrates Flexible Pumps 


Cuicaco, ILL.—The Palmer House 
Boot Shop is using an unusual and ef- 
fective way of telling window shoppers 
a quick story about the flexibility of 
their pumps. A wooden hand attached 
to a small platform holds a patent 
leather pump with vamp doubled back 
against the inside sole. Another similar 
hand holds a satin pump also doubled 
up. The accompanying poster assures 
the gazer that: “Palmer Vanity Pumps 
fit well and feel good because they are 
hand-turned for flexibility.” 

This is good psychology based on the 
fact that people today are used to hav- 
ing important points vitalized and 
driven home by means of illustrations 
rather than by description only. 
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TRADE LITERATURE 
New Walkover Catalog 


BrockTon, Mass.—A large and nicely 
composed catalog has recently been is- 
sued -by Geo. E. Keith Co. on their 
Spring and Summer in-stock line of 
men’s shoes. About 170 different styles 
are illustrated. High spots of issue: 
The letter on the first page to “Mr. 
Retailer.” Merchandising charts. 
lustration of the various toe shapes. 
The size code for telegram orders. The 
blue and silver cover. 


Copy Features “Foot Agony” 


In literature going to the trade, from 
the Rohn Shoe Manufacturing Co., Mil- 
waukee, stress is placed on their copy- 
righted feature “Foot Agony” or 
“F, A.,” as they aptly put it. 

To quote, “When we originated and 
introduced this ‘Foot Agony’ idea and 
the photography depicting same, various 
sales, advertising and shoe publications 
were quite generous in their tribute to 
this idea of ours. Newspapers simi- 
larly commented on the idea and Rohn 
“Nu-Matic” Shoes received considerable 
favorable publicity.” 

Shoes for both men and women carry 
the Rohn “3-Point’”? Nu-Matic Cushion, 
which is 100 per cent nail-less construc- 
tion, and the publicity also tells of the 
various styles carried in stock. 


Spring Line Released 


LYNCHBURG, VA.—Craddock - Terry 
Company have started the new year 
with revived confidence in the national 
business structure. They feel greatly 
relieved at the decided improvement in 
the economic situation. 

Their Spring line of dress and work 
shoes for the entire family, which has 
just been released, is designed through- 
out to attract the wearer and prove a 
safe investment for the merchant. 

They realize more than ever, that in 
order to accelerate national recovery 
and prosperity, a line of shoes must 
embody high grade workmanship, 
quality materials, accurate fitting and 
proper styling—which features have 
characterized the Craddock-Terry line 
for over forty years. 


Adler-Jones Catalog 


Cuicaco, ILL.—The annual Spring 
edition of the Adler-Jones catalog, 
“The Guide To Better Window Dis- 
plays,” is exceptionally good this year. 
Never before has such a wide range of 
display material been offered in one 
catalog. Included is a selection of new 
and up-to-the-style fabrics and papers; 
many different types of displayers and 
display sets in wood, cardboard, com- 
position, and imitation glass; a system 
of interchangeable background con- 
struction, and sets of solid aluminum 


letters as well as letters in solid wood, 
cork and felt. 

Particular attention is placed on the 
building of “your own backgrounds”; 
many pages of the catalog being de- 
voted to pilasters, wood and metal 
moldings, ornaments, trim and panel 
covering materials. 

While the Adler-Jones catalog has 
always been outstanding, this year it 
is said to have become a better than 
ever guide for display work. 


New Firms at Lynn 


LyNN, Mass.—New firms reported 
here this week, Artcraft Shoe Co., at 
244 Broad St.; Scott Shoemakers, Inc., 
585 Essex St., reorganizing, and Excel 
Shoe Co., 226 Broad St. 


Deich Joins Myers’ Staff 


D. Myers & Sons announces that 
Arthur (Sonny) Deich has joined their 
sales force and will display their new 
Spring line in his territory during the 
course of the next several weeks. 

Sonny Deich will cover Texas, Louisi- 
ana, Arkansas and Oklahoma for 
Myers’, and should prove to be a valu- 
able addition to their sales force, as 
he has covered this territory for a 
great many years and is respected by 
shoe retailers for his thorough knowl- 
edge of the shoe business. His head- 
quarters will be Dallas, Texas. 


Dickson on the Road 


Vernon Dickson, who represents the 
Green Shoe Mfg. Company of Boston 
in New York City and Pennsylvania 
territory, has just left the factory with 
samples of the complete Green lines. 
Notable among the samples he is show- 
ing are the new numbers which are 
carried in stock by the company. He 
is also showing attractive styles in 
Junior Arch-Preserver shoes, Mo-Debs 
and the new, special feature Stride- 
Rite shoes. 


Canton Against Fake Sales 


CANTON, OHIO.—City council has 
passed two ordinances which are direct- 
ed at the fly-by-night shoe merchant 
for the protection of the legitimate shoe 
dealer. Merchants have advocated such 
legislation for many years. 

One ordinance has to do with sales 
regulation, provides for licensing and 
defines an auction. Persons holding 
auction sales must have owned all mer- 
chandise for at least a month and must 
have filed with the Mayor’s office a com- 
plete inventory of all goods to be sold. 

Ordinance regulating fire, wreck, 
bankrupt and closing-out sales shall 
not be advertised in any manner unless 
true in fact. Sworn statements and 
complete inventory of merchandise to 
be sold must be filed with the Mayor’s 
office 24 hours before the start of the 
sale, and the merchandise or stock must 
have been the property of the seller at 
least one month. 
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Hyman Manager Lichtenstein’s 


NEw ORLEANS, 
La. — Bernard 
H. Hyman, 
vice - president 
of the P. Lich- 
tenstein, Inc., 
Shoe Store, 
and son-in-law 
of Mr. Philip 
Lichtenstein, 
president of 
this concern, 
is now man- 
ager and buyer 
of this large 
store. 

Mr. Hyman 
was in business for himself for the past 
six years and was considered a very 
conservative shoe buyer and a good 
style picker. He is well liked by all 
the shoe traveling men. 

Philip Lichtenstein began his shoe 
career in 1906 with just a small stock 
and has built his store to one of the 
largest in New Orleans. The store was 
incorporated Feb. 15, 1929. 


Clark Back to Adv. Agency 


NASHVILLE, TENN. — Announcement 
was made today that C. P. Clark, vice- 
president of the General Shoe Corpora- 
tion, will resign this office within the 
next thirty days, to reenter the adver- 
tising firm of C. P. Clark, Inc., which 
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he organized in June, 1927. He will 
return as active head of this business 
which handles the advertising accounts 
for the General Shoe Corporation, of 
the Jarman Shoe Co., Richland Shoe 
Co., Belle Meade Shoe Co., and David- 
son Shoe Co. Mr. Clark will direct 
these accounts for the agency, with the 
exception of accounts of Jarman Shoe 
Co. which will be directed by W. M. 
Jarman, president of Jarman Shoe Co. 

Mr. Clark will remain a member of 
the board of directors and of the execu- 
tive committee of the General Shoe 
Corporation. In addition to directing 
advertising accounts for the General 
Shoe Corporation during the past four 
years, he has done some notable work 
in retail store design. 


DATES TO REMEMBER 


Middle Atlantic Shoe Retailers Association, 
20th Meeting and Exhibition, Hotel 
Adelphia, Philadelphia Jan, 22, 23, 24 

Texas-Okla. Shoe Retailers Assn. and South- 
western Shoe Travelers Assn. Annual Con- 
vention, Hotel Adolphus, Dallas... Jan. 28-31 

Northwestern Shoe Retailers Regional Asso- 
ciation at Sioux City Feb. 4, 5, 6 

Indiana Shoe Buyers Eleventh Annual Con- 
vention. Claypool Hotel, Indianapolis, 


Foot Health Week 


ey Opening, Hotel Astor, New York, 
April 16, 17 
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SELLS! 


... AND EARNS 
A LIBERAL 
PROFIT 

FOR THE 
DEALER 


NEW! 
CLEVER! 
DIFFERENT! 


Rhythm Tap has an 

ingenious patented 

exclusive feature 

with an instant ap- 

peal to dancers. 
Records show it outselling all other taps three- 
to-one. Get sample order of 4 sizes a. to fit 
all shoes. Comes individually boxed. 


Write for details of Rhythm Tap 
and Selva Line of Dancing Footwear. 


SELVA & SONS, 


1607 BROADWAY NEW YORK 


WHO MAKES? 


Inquiry Department, Boot & Shoe Recorder, 


239 West 39th St., New York, N. Y. 


Please send us information where we can buy 


City and state 


UP-TO-DATE ROOMS 
AT DOWN-TO-DATE RATES 


TO $3.50 SINGLE 


TO $5.00 DOUBLE 


600 LARGE, CHEERFUL ROOMS 


Private underground passage 
from Pennsylvania Station... 
saving taxi fare. One block from 
Fifth Avenue and Empire State 
Building. Subways, elevated 
lines, buses and trolleys stop at 


Let the RECORDER help you 
locate wanted merchandise. 
Mention grades. Attach to 
your letterhead and mail to 


Inquiry Department 
Boot & Shoe Recorder 
239 West 39th St., New York, N. Y. 


door. Direction— American 
Hotels Corporation. 
GEORGE H. WARTMAN, Manager 


MARTINIQUE 


BROADWAY AT 32ND STREET - NEW YORK 


HE 
Indiana ..................+..Feb. 4, 5, 6 
|) 
$ 


WHERE TO BUY 
Dancing Shoes and Taps 


$1.55 A-B-b 
— Owens SHoeco. — 
Essex St., Lynn, Mass. 


WHERE TO BUY 
Riding Boots 


RIDING BOOTS 

IN-STOCK 
For Men, Women and 
Children—also 
Jodhpurs and Field 


CONNE, 


TREE 


Falsely Branded Shoes 


New York, N. Y.—Finding a lot of 
10,000 pairs of shoes whose sock lin- 
ings bore the trademark of a well- 
known maker of fine shoes, the Retail 
Code Authority of New York caused 
the deceitfully labelled linings to be 
pulled out, and other linings, correctly 
labelled, inserted in their place. 


Ohio Retailers’ Convention Plans 


CoLumMBus, OHIO.—The annual meet- 
ing of the Ohio Shoe Retail Dealers’ 
Association will be held at the Deshler- 
Wallick Hotel, Columbus, Feb. 26 and 
27, according to plans announced by 
Joe M. Ryan, president of the organiza- 
tion. The meeting will be character- 


BENJAMIN SIMONS RETURNS FROM RUSSIAN TRIP 
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BostoN—Benjamin Simons, treas- 
urer of the Allied Kid Company, has 
returned from a successful business trip 
to Russia, quietly denying that his stay 
in that country qualifies him to speak 
with authority on all those govern- 
mental experiments in which we find 
ourselves interested — particularly so 
since our recognition of the Soviet 
Union has removed at least one of the 
bars to an open resumption of. profit- 
able trade relations. He did, however, 
go out of his way to observe certain 
conditions and to draw his own con- 
clusions, which are those of the com- 
mon-sense business man, concerned only 
with realities. 

While the Russian standard of liv- 
ing is much lower than in this country, 
it is being steadily improved and the 
people as a whole are more contented 
and happy than those in the United 
States. Mr. Simons points out, in this 
connection, that living conditions, even 
today, are much higher than they were 
under the Czarist regime; and Rus- 
sians are content with their lot for 
the time being because they are con- 
vinced that the industrial program 
under way will inevitably bring in its 
wake an even higher standard of liv- 
ing, and a substantial increase in the 
material prosperity of the individual. 

Of those in authority, Mr. Simons 
speaks highly, commenting on their 
reliability and intelligence. “There 
seems to be,” he says, “a complete 
absence of graft and racketeering.” 

Nor is there an unemployment prob- 
lem of any magnitude. The lack of 
beggars and panhandlers is strikingly 
noticeable. In some instances manual 
work is performed by women as there 
does not seem to be an adequate supply 
of competent male labor. “Any man 
willing to work,” he says, “can get a 
job even though the remuneration be 
no more than sufficient to supply him 


with life’s necessities.” It is obvious, 
he believes, that Russia is making real 
progress. 

So much for those conditions which 
normally would be taken into con- 
sideration in appraising Russia’s pres- 
ent and future status as a market for 
American merchandise. How about the 
every-day life of the Russian people 
and their philosophy or religion? 

Mr. Simons finds that their home 
life is not as complete as ours but that 
the millions of infants and children 
being cared for in government nur- 
series are well fed and clothed, and 
are being reared under conditions 
which he describes as “healthful, 
wholesome and instructive. They re- 
ceive better attention than the chil- 
dren of the poor in this country.” 

While comparatively few people go 
to church, and religion, as we under- 
stand it, is not encouraged, neverthe- 
less people are not forbidden to wor- 
ship; and to speak or act against the 
religion or nationality of another is a 
criminal offense. The approximately 
two-score churches in Moscow are 
gradually being converted into educa- 
tional centers such as museums, li- 
braries and workers’ clubs. 

Nor is the present-day Russian a 
disciple of. gloom, judging from Mr. 
Simons’ observations. “There is,” he 
says, “plenty of diversified entertain- 
ment—skating and_ skiing in the 
winter; soccer, swimming, horse racing 
and other sports in the summer.” 

What is considered “high - brow 
stuff” in this country—the opera and 
ballet—in Moscow, at least, are at- 
tended by swarms of appreciative men 
and women drawn from the ranks of 
the workers and clerical classes. 

“Fast becoming a sturdy people,” is 
Mr. Simons’ conclusion, “willing to 
work and to make sacrifices for the 
welfare of all.” 


ized by two very important discussions, 
viz: the code developments and inter- 
pretations and the question of sales 
taxing. Since the Ohio Legislature 
meets in special session late in Jan- 
uary to take up taxation matters and 
it is believed that another proposition 
of a general sales tax will be consid- 
ered, it is likely that the question of 
sales taxes will be uppermost in the 
minds of dealers at the time of the con- 
vention. George V. Sheridan, executive 
director of the Ohio Council of Retail 
Merchants, or C. E. Dittmer, assistant 
director, will likely lead the discussion. 

Displays on the part of manufac- 
turers and wholesalers will be one of 
the features, the displays being re- 
stricted to associate members of the 
association. All manufacturers and 


jobbers are eligible to associate mem- 
bership. 
The entertainment features will be 


looked after by the Columbus Shoe 
Club, which was formed about six 
weeks ago with Stark Altmaier as pres- 
ident and Ray Dorr, secretary. The 
club promises a good entertainment 
program. 


Plain Whites Gain 


Los ANGELES, CALI. R. Rounsa- 
ville who operates a smart family shoe 
store at 5476 Wilshire Boulevard in 
this city finds his men customers go- 
ing more and more to plain white shoes 
for summer instead of to white with 
brown or black combinations. With 
this trend in mind fully seventy per 
cent of his purchases for summer will 
be in plain white, mainly in buck. 

Mr. Rounsaville is finding in his 
lecale a greater tendency each year to 
wear white shoes all winter. 
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The Last Modeler knows that the toe of the 
Th i A ST last is of vital importance to the beauty of 
eC the shoe .. . His efforts may be easily de- 
stroyed, however, by bulk and lack of uni- 
formity in materials used that do not follow 

a nd th e the allowances of his design. 


Celastic has been accepted by many Last 
Designers and Style Men as a material that 
= will always reproduce a picture of their art. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 


: 
@ 
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ONE WAY TO MAKE 
THE NEW YEAR PROSPEROUS— 
RECORDER WINDOW DISPLAY CARDS 


IF the shoes in your windows 
could only say aloud: 


“This is a fine store . . . always courteous service. The cus- 
tomer’s needs receive concentrated attention. The merchant 
selling me is giving you wonderful value for each dollar you 
spend.” 


RECORDER WINDOW DISPLAY CARDS give “silent” shoes 
in the windows a voice on behalf of the merchant. Make your 
merchandise attractive in display—use Recorder cards for 
color and to talk YOUR store service—and your business will 
improve. 


You can’t contact the window shoppers outside, but you can 
GUIDE their thinking. Appeal to them on a basis of service, 
quality, personal satisfaction. 


Recorder cards are designed and written exclusively for shoe 
merchants. Double the value of your window displays with 
hand-lettered selling messages on colorful, artistic, die-cut 
show cards. 

Samples will be sent on request 


Other Xmas tickets 
in-stock. 
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Buff board, design in 
blue and silver, text in 


black. 
Size: 8x14’ 


COMPLETE TEXTS 


sent on request 
4 cards—Women’s Shoes 


2 carde—Men’s Shoes 
card—Children’s Shoes 


Sin : 60¢ each 
ll Text: 35¢ each 


DECEMBER 
HARMONIZING 
TICKET 


§720 


card 
prices listed 


“L”: Blue & Silver “I”: Pale Green “S”: Red Flower “Z"; Yell 
desi buff Design on Buff. 
esign on \ on Bright Yellow. tern on Deep Trim on Bright 


Yellow. 


Orange 


Attractive Hand Lettered Price Tickets 


IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 


WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 
“J”—Polly Clips for tickets: gross $2.25 


(adjustable—tilts at any angle) 1 gross $4.00 


“K”—Shoe Carton Tickets: 500 @ $1.25; 1000 @. $2.25 


CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 


“O”: Rose Design 
on Light Tan. 
oop”? 


When writing advertisers please mention Boot and Shoe Recorder 
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+ COME IN 
and look over 
+t Our 
GIFT SUGGESTIONS 
+ 
70% 
Selling is Through 
WINDOW Sand 
LEE 
1 
1 card—Hosiery 
: 6 cards—QOn Store Service, 
Ete. 
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ORE 


Annual Display Card Service 
Includes 


EXCLUSIVE FRANCHISE is given with annual card service 
to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month's 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre 
ferred to blanks; harmonizing tickets, with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 


HOLDERS 


Oval base — bur- 
nished gold— 
three color trim. 


These modernistic 
holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 


Merchants Service Dept. 
BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Il. 


Seleet the Service You Wish— 
Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards ... 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards ... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards .. . 2 holders... 
50 blank harmonizing price tickets 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, III. 


Please enter our order for the Recorder “Selling Mes 
sage,” beginning with January, for card service 
» for one year, consisting of 
holders (with the first month’s service), 

blank tickets each month—OR—........ 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $ per year, payable $ 
per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subseribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month's service 
delivered, and agree to return the card holders.) 


We sel] MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 


When writing advertisers please mention Boot and Shoe Recorder 
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ano WANT 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


SALESMEN WANTED POSITION WANTED POSITION WANTED 


LINE INFANTS’ PREWELTS avail- 


AN ENVIABLE RECORD as shoe factory manager and technician in the - 
who can see seenent connection as reference. Brooklyn shoe industry should be of interest to the manufacturer who needs 
239 West 39th Street, New York, N. Y. ’ the services of such a man. Fifteen years with last employer. Experienced 
in operating women’s turn or cemented factory. Trained accountant, cost 
men’s $5 retailers, Brockton made. Give full accountant and credit man. Willing to locate anywhere. References exchanged. 
information in first letter. A. Freedman & DAVID C. STUTTS, 50 E. 18th St., Brooklyn, N. Y. 


Sons, Inc., Brockton, Mass. 


WQWANTED—Salesmen carry short line popular 
priced men’s, women’s, growing girls’ shoes 
on the floor in Chicago. iberal commissions. 


State Street, Chicago SUCCESSFUL SHOE EXECUTIVE 


and New York State, orth of ‘Albany. "Address A capable, practical shoe man of unusual experience is available 
Mit innkae” ‘a for a firm whose business needs more energetic directing to make 
A NEW YORK Manufacturer of ‘low priced it really profitable. This man has been successful in the East, 
man covering the ‘South. Also aman ‘-_ the West and South. He knows manufacturing of men’s shoes, though 
Wore age jobbers, principally trained on distribution of both specialty and general 
lines, and has been Managing Director of a business distributing 
wis $4,000,000 annually of a general line of shoes. Now available 
N. Y. through no fault of his own. Is known as a hard worker and 
FOR SALE clear thinker and always ready to adopt the shortest proper 
method. Has always obtained marvelous co-operation, and pro- 
DIVE to sickness and other business interests duced results. Will be a money maker for a manufacturer who 
a general shoe store doing a good business 
is for sale in a college town of 3,000 population. gives him a real job to do. W. M. LeBrecht, Vice President Boot 
Address D-604, care Boot & Shoe Recorder, : 
239 West 39th Street, New York, N. Y. & Shoe Recorder, 239 W. 39th Street, New York, N. Y., can put 


you in touch with him. 


POSITION WANTED 


SHOE buyer and manager. Eighteen years’ 
experience in exclusive and department stores. 


ht. R bl 1 Manager, 
Married Ags thirty-sig Brown, 927 py opportunity considered most important. Address Shoe Recorder, 


D-612, care Boot & Shoe Recorder, 239 est Mass. 
39th Street, New York, 


her, 


RETAIL Shoe Man, Young, Married, desires EXPERIENCED chain shoe executive sues 
to make change. Twelve years’ experience. to contact manufacturer sosnemeeting, cm» 
Buyer or Assistant preferred, but ing retail units. Address D-613, care Boot & 

140 Federal Street, Boston, 


1 ing Alabama or Mississippi for house manu- 
sale shoe firm ress care . Boot 
Shoe Recorder, 239 West Sok Street, New facturing popular. priced general or strong BUSINESS OPPORTUNITY 
York, N. specialty line footwear. Eleven years experi- 
sellin Able to finance 

EN’S SHOE BUYER, with chain store ex- self for time being if right opportunity pre- 
Men perience, desires position "Address D-614, sents itself. Address D-620, cane Boot & Shoe SHOE STORE WANTED. Have Buffalo 
care Boot & Shoe Recorder, 140 Federal Street. Recorder, 239 West 39th Street, New York, residence to exchange. Childs, 155 Lincoln, 

Ms Kenmore, New York. 


Boston, 


CLASSIFIED RATES" 


desired 
counted. 


When writing advertisers please mention Boot and Shoe Recorder 
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BUSINESS OPORTUNITY 


THIS IS NOT 
A WANT AD 


It is an opportunity for am- 
bitious young men who can 
sucessfully operate Women’s 
Shoe Departments in Depart- 
ment Stores. 

REQUIREMENTS: Experi- 
ence — Ability — Confidence 
Must furnish A-] references 
as to character and reliability 
and make small capital in- 
vestment. 

Large concern has oppor- 
tunities in all territories. If 
interested and can meet re- 
quirements, write 


HOTELS 


BUSINESS OPPORTUNITY 


v St. Louts tts 


YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system 0; 
foot correction: readily learned by any 
one at home in a few weeks. terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; 

or soliciting. Established 1394. 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 


WANTED TO PURCHASE 


Buyers of Surplus Stocks 
trem’ manufacturers, Josbers ‘or retailers,” 
QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


590 Broadway New York 
Phone Canal 6-4298 and 4299 


Address D-611 
Care Boot & Shoe Recorder 
239 W. 39th St., New York, N. Y. 


WE BUY 
Entire or Surplus Wholesale and Retail 
: Stocks. Also Branded Shoes euch as 
LINE W. ANTED : Walk-Over, Florsheim, Enna-Jettick, Vital- 
. ity, Arch Preserver, Queen Quality, Bos- 


tonians, Etc. 


IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 


WHOLESALER will act as distributor of 
shoe or slipper line in N. Y. and vicinity. 
Able to finance our end of business. Address 
D-616, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


WANTED: Line of general shoes or acces- 
sories—twenty-five years’ expert experience. 
Prefer Indiana territory. Drive own car. Ex- 
cellent references. Address D-619, care Boot 
3 Shoe Recorder, 209 So. State St., Chicago, 


POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 


— BUY FOR CASH — 
entire or surplus stocks of 


SHOES—DEPT. STORES 
Leases assumed Transactions confidential 


91H & WASHINGTON 
$2? 50 and up 


FOR RENT 


FOR rent Storeroom, 16 x 72, on outstanding 
block for shoe stores. Available from March 
1. Apply Schleisner’s, Harrisburg, Pa. 


MERCHANTS’ NEEDS 


HOTELS 


A. R. Moore Wins Watch 


St. Louris, Mo.—A. R. Moore, the 
well-known representative of Vitality 
Shoe Company, was one of the happiest 
men at the St. Louis Convention. Mr. 
Moore received from Vitality Shoe 
Company a fine gold watch, awarded to 
him for showing the largest percentage 
of gain in shipments for the year 1933. 

Mr. Jess Locke, of this company, was 
also awarded a gold watch for the 
largest dollar gain. Both of these men 
are enthusiastic Vitality salesmen and 
are out to break their 1933 records, 
during the next twelve months. 


SHOE STRETCHER >, 


1000 ROOMS...EACH WITH RADIO 
BATH and SHOWER, CIRCULATING 
ICE WATER, LARGE CLOSETS 


$950 SUITES $600 


NEW YORK 
VAMP RAISER and LENGTHENER 


Should be in every shoe store. Relieves 
and permanently corrects tight-fitting 
shoes. Raises vamp from throat to tip. 
Lengthens too short shoes. Made of 
best grade of cold rolled steel, nickel 
pl g For sale by shoe findings jobbers 
and wholesale shoe houses everywhere, or 
send your order direct to us. 


$5.00 COMPLETE 
NU-WAY SHOE STRETCHER CO. 


4367 Duncan Ave St, Louis 


PRICES 


Prices! One must watch them like a home 
run hitter watches a pitcher. One novelty line 
sold up from $1.20 a pair in low of 1933 de- 
pression to $1.65 a pair at peak of recovery, 
and then eased off to $1.45 for close of 1933 
and start of 1934. A larger movement in in- 
flation-depression movement, same line selling 
up from $1.40 to $7.90 and then back to where 
it started. One must watch prices if one 
would play the shoe game to win. 


Specialty Shoe Shop Moves 


East HARTFORD, CONN.—The Spe- 
cialty Shoe Shop, formerly in Hartford, 
Conn., are now located at 947 Main 
Street. This store has been established 
in Hartford since 1922. 
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BOOTS & SHOES 
ACCESSORIES 
EQUIPMENT 
MACHINERY 


“AATERIAL 


TANNERS’ COUNCIL 
MEETINGS 


New York, N. Y.—The Exhibit Committee 
the Tanners’ Council has selected as the 
for the next Leather Opening, April 16 
17. As usual, the opening will be held at 
the Hotel Astor, New York, N. Y. 

The Executive Committee of the Council 
has set May 10 and 11 as the dates for the 
regular Spring Meeting and has chosen White 
Sulphur Springs, W. Va., as the meeting place. 


Convention Dates Changed 


Sioux City, lowa—The dates of the 
Northwestern Shoe Retailers Regional 
Association have been changed to Feb. 
4, 5 and 6. There is to be no exhibit 
fee. Shoe travelers and manufacturers 
desiring to spread their lines should 
communicate direct with Hotel Martin, 
Sioux City, says H. W. Reid, president 
of the association. 

Smoker with the Associated Retailers 
of Sioux City as hosts to visiting re- 
tailers in Hotel Martin on the evening 
of Feb. 4. Annual dinner and dance 
evening of Feb. 5. 

The program is not completed. How- 
ever on Feb. 5, Charles F. Englin, sec- 
retary and sales manager of Connolly 
Shoe Co., Stillwater, Minn., will speak 
on “Things the Retailer Should Know 
About the Shoe Manufacturers Code.” 
Another speaker at that session will be 
A. C. Sam, president Live Stock Na- 
tional Bank of Sioux City, who will dis- 
cuss the new financial set-up and its 
relation to the retail shoe business. 
There will also be a discussion on shoe 
styles. 

On Tuesday discussion will center of 
the Retail Code and its effect upon shoe 
retailing. Election of officers will take 
place on Tuesday. 


Owens Moves 


SALEM, Mass.—Owens Shoe Co. has 
moved from Lynn to 28 Goodhue St., 
Salem, where it has larger quarters. 
It makes slippers, also health shoes, 
street shoes and tap dancing slippers. 
Ernest E. Owens is manager. 
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A BUYING GUIDE TO 


BOOTS AND SHOES 


Ault-Shackford Shoe Co., Auburn, Me.... 41 
Brooks Shoe Mfg. Co., Philadelphia; Pa.. 
Chase, W. 8., & Sons, 
Life ‘Shoe Mfg. Co., 


Bliss & Perry Co., 


anon. John, Shoe Co., Buffalo, N. 


B. F., Footwear Corp., Waterton, 


Big P. W., & Sons, Inc., Batavia, N. Y.. 7 
Mishawaka ee & Woolen Mfg. Co., 
Mrs. nis Shoe Co., Danvers, 
A. &., Syracuse, N.Y... 42 
Old Colony Shoe Co., Brockton, Mass...... 42 
Orthopedic Shoes, Inc., New York oy. 
r 
Owens Shoe Co., Lynn, Mass.............. 48 
Peters, Branch of I. S. Co., St. Louis, Mo.. 8 
Racine Shoe Mfg. Co., Racine, Wis........ 38c 


Richards & Brennan Co., Randolph, Mass. ie 


Richland Shoe Co., Nashville, Tenn... 


Roberts, Johnson "& Rand, St. Louis, Mo.. 

Shaw, M. T., Inc., Coldwater, Mich........ ro 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... 42 
Swan Shoe Co., Baltimore, Md............. 46 
Tupper Slipper Co., Brooklyn, N. Y....... 5 
Vaughan-Towle Co., Wakefield, Mass....... 44 


Vitality Shoe Co., St. Louis, Mo 


LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass............... 
Dewey & Almy Chemical Co., Cambridge, 


Levor, G., & Co., Inc., 


Lima Cord Sole & Heel Co., Lima, O 


New Castle Leather Co., New York City.. 


Front Cover 
Hubschman, E., & Sons, Phila., Pa... 


4 


Ohio Leather Co., Girard, Ohio............ | 23 
Surpass Leather Co., Phila., Pa......... 37-38d 
Young, Richard, Co., New York City...... 37 
Ziegel-Eisman, Boston, Mass.............- 37 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 


DRESSINGS, ETC. 


Littleway Process Co., Boston, Mass...... 
Spaulding Fibre Co., No. Rochester, N. H. .33-34 


United Shoe Machinery Corp., 
Mass. 


Boston, 


38-40-49 


SHOE ACCESSORIES 


Nu-Way Shoe Stretcher Co., St. Louis, Mo. 4 
Selva & Sons, New York City............. 


Simplex Shoe Tree Co., Chicago, Ill........ a 
STORE EQUIPMENT 
Adler-Jones Co., The, Chicago, Ill......... 23 
MISCELLANEOUS 
Concord Electric Co., Concord, N. H....... 38b 
Hotel Edison, New York City.............. 53 
Hotel Martinique, New York City......... 47 
Hotels Mayfair-Lennox, St. Louis, Mo.... 53 
Kirsch-Blacher Co., Inc., New York City... . 53 
Marbridge Bldg., New York City.......... 36 
Poster & Deutsch, New York City......... 53 
Rubin, Irving, New York City............ 53 
Stephenson Laboratory, Boston, Mass...... 53 


OBITUARY 
Mose M. Smith Dies 


SAVANNAH, GA.— Mose M. Smith, 
president of the Globe Shoe Company 
died of a heart attack today. He had 
attended the N. S. R. A. convention in 
St. Louis and seemed to be in the best 
of health while there. 

The Globe Shoe Company, one of the 
finest family shoe stores in the south, 
was the result of his life’s work, for 
in partnership with Armand S. Weil, 
he lived a glorious shoe life in service 
to his community and his craft. 

Mose Smith was the founder of the 
old Southwestern Shoe Retailers As- 
sociation. He held many important of- 
fices in association, banking and mer- 
cantile life. His store, his home and 
his heart were always open headquar- 
ters for traveling men and visiting re- 
tail shoe men. A bachelor, his one 
great love was his business. 

Savannah mourns the loss of a 
prominent citizen and shoe men every- 
where join in respect to his memory. 


Meyer Harris 


PITTSBURGH, Pa.—Meyer Harris, 32, 
well-known traveling salesman, died on 
Jan. 4. His brother, Joseph Harris, 
secretary, Pennsylvania Shoe Travel- 
ers Association, two other brothers and 
three sisters survive him. Mr. Harris 
covered Western Pennsylvania for the 
United Shoe Co., Philadelphia. The 
trade and his family will greatly miss 
him. 


Henry Beecher Reed 


LOWELL, Mass.—Henry Beecher Reed, 
80, died at the Lowell Hospital last 
week. He was the first traveling mar 
to sell shoes by sample. He crossed the 
country in stage coach days, traveling 
to the Pacific Coast, and carrying 
samples of shoes from factories in his 
native town of Weymouth, Mass. He 
was a member of several trade organ- 
izations. 

But there were sample shoes before 
Mr. Reed was born. If one reads the 
correspondence of Ebenezer Breed, « 
wholesaler back in the days when 
George Washington was President, you 
will find several references to sample 
shoes. 
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THE NAVIES ARE COMING 


They're on their way—the navy-blues of spring— 
bigger and better than ever! Once again, the femi- 
nine world is going for them in a big way. They're 
ordering wind-swept coats of navy-blue woolens, print 
dresses with navy-blue grounds, trig little navy-blue 


suits, and shoes of 


Vode Kid No. 35 


STANDARD KID DIVESION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 


Recorder Publishing Co., 239 W. 39th St. a7 as 8 class matter, Sept. 10, 1925, 
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SELECTED 


from the highest grade skins. 


TANNED 
by an exclusive process, giving it 
high lustre, fine flat grain, tight 
break, superb finish, mellowness 


and durability. 
FINISHED 


by master craftsmen who take 
great pride in their work. 


SOLD 


by retailers everywhere who desire 
to give their customers the best. 


In Black, White and Colors 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 


*xTANNERS OF FINE CALF LEATHERS 
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Wy 
Wow: 


My 


FOR STRENGTH, 


TAILORED 
FOR FIT 


VZEEY) J 

A ZAM). \_ SEAMLESS 


Twenty years of leadership in style—in quality—in exclusive 
selling features—and in service to the finest stores in the 
country. Now comes this 20th Anniversary Pied Piper line 
for Spring 1934, hailed by buyers of national reputation and 
other authorities as the most practically-styled juvenile line 
ever presented. You should see it. Write for the Pied Piper 
man to call and for full details of the fully protected Pied 
Piper exclusive agency proposition. 


d 
piece seamless quarter TAILORED QUARTER 
lining — a feature that Naiathon Shoe Coy No back seam where 
contributes greatly to strain is 
pees — WAUSAU, WISCONSIN quarters are tailored, like 
—_ * MANUFACTURERS OF JUVENILE FOOTWEAR EXCLUSIVELY SINCE 1914 fine clothes, to fit the foot. 


Pied Piper Juvenile 
shoes are 100% Good- 4 ot 
year Welts plus these 3 Double Fastened 
patented features— : * Upper Strength- 
ens — Preserves 
| No Channel to Shape and Fit. 
* weaken or cause 


ridges. 2 No filler to shift, 
* bunch or stiffen. 


DIDE 


aA 
D’S GREATEST JUVENILE HEALTH 


When writing advertisers please mention Boot and Shoe Recorder 


3 
| 
(ZY ror 
A 
SANNIVERSARY\ 
rd 
| 
‘7 
All Pied Piper Juvenile 
oxfords and straps are 
a 
a 


BOOT AND SHOE RECORDER, Januar y 27, 1934 


THE PENDULUM SWINGS 


consequently an ever 
| cr3easing use of 
PATENT 


*« 


The steadily mounting consumption of Colonial 
Patent has not been based on price—because 
Colonial Patent is not a cheap leather. Rather it 
is an indication of the returning desire to make 
and buy shoes of real worth and quality. . . . . 


As the demand for better quality increases so the 
sales of Colonial Patent keep step, because — 
Colonial is widely recognized as a superior patent 


COLONIAL PATENT 


COLONIAL TANAING 
BOSTON-MASS- 
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Distinctive 


‘To Retail at 


Here is a rare opportunity for retailers interested in quick turn- 
over and unusual profit. Popularly priced, these smart handbags 
create an immediate impression of value and high quality that 
sells them out in no time. 


Made of fine materials, they are attrac- 
tive, highly styled and available in a vari- 
ety of designs that are up-to-the-minute. 
There is a wide variety of styles in the 
best selling colors, every one stimulating 
customer interest. Display them and see 
how easy it is to sell one of these smart 
handbags with every pair of shoes. 


Resnick Bros. Ladies Handbags, 
Inc., are the largest manufacturers 
of handbags in the United States 
and supply the leading shoe chains 
who have made a phenomenal suc- 
cess in the merchandising of Res- 


nick $1.00 handbags. 


\Full particulars will be furnished 
upon request. 


I370 BROADWAY 
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ALABAMA 
BIRMINGHAM 
Burger-Phillips 


ARIZONA 
PHOENIX 
Goldwater's Merc. Co. 
TUCSON 
Albert Steinfeld Co. 


ARKANSAS 
LITTLE ROCK 
Ike Kempner & Bro. 
HOT SPRINGS 
Ike Kempner & Bro. 


AUSTRALIA 
SYDNEY 
David Jones, Ltd. 


CALIFORNIA 
HOLLYWOOD 
|. Miller & Co. 
LONG BEACH 
Buffums 
LOS ANGELES 
I. Magnin—Biltmore Hotel 
LOS ANGELES 
|. Miller 
OAKLAND 
Frank Werner Co. 
SAN DIEGO 
Russell-Williams 
SAN FRANCISCO 
1. Magnin 
SAN FRANCISCO 
Frank Werner Co. 
SAN JOSE 
L. Bloom & Sons 
VENTURA 
Sprague Bootery 


COLORADO 
COLORADO SPRINGS 
Cox Bros. 

DENVER 
Fontius Shoe Co. 


1. MILLER COMPANY 
operated retail stores 
located in these cities 


New York City, Chicago, Philadelphia, Baltimore, Washington, Kansas City, St. 


he 


utlding profitable quality 
and style patronage that 


66 ° 39 
sticks year after year.... 


CONNECTICUT 
BRIDGEPORT 
D. M. Read Co. 
HARTFORD 
|. Miller Co. 
NEW HAVEN 
1. Miller Co. 
STAMFORD 
L. Spelke & Sons 
NEW LONDON 
Savard Bros. 
WATERBURY 
Worth's Shoe Salon 


CANADA 
TORONTO 
T. Eaton Co. 
MONTREAL 
T. Eaton Co. 


FLORIDA 
MIAMI BEACH 
Miami Beach Bootery 
JACKSONVILLE 
Cohen Bros. 
ORLANDO 
Dickson-lves 


GEORGIA 
AUGUSTA 
Saxon-Cullum 
COLUMBUS 
Miller-Taylor Co. 
ATLANTA 
Regenstein's 


IDAHO 
BOISE 
C. C. Anderson 


ILLINOIS 
PEORIA 
Block & Kuhl 
SPRINGFIELD 
Myers Bros. 


INDIANA 
FT. WAYNE 
Wolf & Dessauer 
INDIANAPOLIS 
H. P. Wasson 


HAWAII 
HONOLULU 
McInerney, Ltd. 


IOWA 
DAVENPORT 


Empress Boot Shop 


DES MOINES 
Younker Bros. 
SIOUX CITY 
Davidson's 
CEDAR RAPIDS 
Bailey Boot Shop 


KANSAS 
TOPEKA 
Palace Clo. Co. 
WICHITA 
George Innes Co. 


KENTUCKY 
LEXINGTON 
Wolf-Wile Co. 
LOUISVILLE 
Byck Bros. 


LOUISIANA 
ORLEANS 
Imperial Shoe Co. 
LAKE CHARLES 
The Muller Co. 
MONROE 
The Palace 
SHREVEPORT 
Goldring's 


MAINE 
PORTLAND 
A. H. Benoit Co. 
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PUBLIC INTEREST 


MASSACHUSETTS 


« 


BOSTON 

Jordan Marsh Co. 
NORTHAMPTON 
Alkert Steiger 
SPRINGFIELD 
Albert Steiger 
WORCESTER 
Gross-Strauss 
WELLESLEY 
Gross-Strauss 


MICHIGAN 


|. Miller, Fisher Bldg. 
KALAMAZOO 

Bell Shoe Co. 
PETOSKY 

1. M. Reinhertz 
JACKSON 

L. H. Fields 

GRAND RAPIDS 
Herpolsheimer's 


MINNESOTA 
DULUTH 
Oreck's 
MINNEAPOLIS 
E. E. Atkinson 
ST. PAUL 
Golden Rule 


MISSISSIPPI 
CLARKSDALE 


Powers & Co. 
GREENVILLE 
Johl & Bergman 
JACKSON 

R. E. Kennington 


MISSOURI 
ST. JOSEPH 
Townsend, Wyatt & Wall 


MILLER 


Beauliful Shoes 


There are a few cities where 
I. MILLER is not yet adequately 
represented. Inquiries are solicited. 


Louis 
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DEALERS WHO STILL HOLD 
QUALITY FOOTWEAR 


Jo those who have permitted themselves to be stampeded, casting to 
the winds all their quality shoe business in an effort to compete solely on a price 
basis, we offer this list of names:—The names of those who have continued to 
hold public interest in high-style footwear—who have maintained turn-over and 
mark-up through the cooperation of the youthful, progressive |. Miller organiza- 
tion, whose exclusive agency in their respective cities they did not relinquish 
even in the dark days from which American business is now emerging. 


SCRANTON TYLER 
+ Paramount Shoe Co. q Mayer & Schmidt 
OMAHA LIMA Brozman's Wm. B. McClurkan 
J. L. Brandeis Co. Crawford Shoe Co. RHODE ISLAND UTAH 
TOLEDO PROVIDENCE OGDEN 
NEW JERSEY La Salle & Koch The Outlet L. R. Samuels 
ASBURY PARK AKRON SALT LAKE CITY 
L. S. Tafsun, Inc. A. Polsky Co. : SOUTH CAROLINA Makoff Shop 
N COLUMBIA 
BUFFALO CINCINNATI GREENVILLE DANVILLE 
L. L. Berger W. E. Newbold Bootery Patton, Tilman & Bruce L. Herman's 
ROCHESTER COLUMBUS SPARTANBURG LYNCHBURG 
Duna-Taft Co. August W. Smith J. R. Millner Co. 
AMSTERDAM der & Johnston Co. MEMPHIS RICHMOND 
Holzheimer & Shaul ZANESVILLE John Gerber 1. Milles Sh 
BINGHAMTON J. E. McHenry NASHVILLE ROANOKE 
Parlor City Shoe Co. OKLAHOMA Loveman, Berger’ & Teitelbaum Propst-Child 
ELMIRA BRISTOL ropst-Childress 
The Gorton Co. OKLAHOMA CITY H. P. King Co. WASHINGTON 
PORTCHESTER |. Miller Shop KNOXVILLE SEATTLE 
|. Goldberg & Son TULSA Anderson, Dulin & Varnell 1. Miller Co. 
POUGHKEEPSIE |. Miller Shop SPOKANE 
Up-To-Date Co. TEXAS . Arthur Schulein 
SARATOGA SPRINGS OREGON DALLAS TACOMA 
|. Miller Sh ABIL 
Addis Minter Dry Goods WEST VIRGINIA 
AMARILLO CHARLESTON 
NORTH CAROLINA en A White & Kirk May Shoe Co. 
ASHEVILLE AUSTIN WHEELING 
Bon-Marché ALLENTOWN Hendler's Bootery Geo. R. Taylor 
CHARLOTTE Farr B EL PASO BLUEFIELD 
Efird's Dept. Store hte Popular Dry Good Bluefield Shoe Co. 
DURHAM BETHLEHEM HOUSTON sts HUNTINGTON 
Baldwin's Farr Bros. Levy Bros. Ayres & Harwood 
WINSTON-SALEM EASTON LUBBOCK PARKERSBURG 
Sosnik & Sosnik Wm. Laubach & Sons Hemphill-Wells J. E. MeHear 
HARRISBURG SAN ANGELO 
NORTH DAKOTA The Bowman Co. Cox, Rushing & Greer WISCONSIN 
FARGO 4 READING + SAN ANTONIO + MILWAUKEE 
R. & G. Bootery Farr Bros. Joske Brothers Reel's 


MILLER 


WHOLESALE SALES DIVISION — LONG ISLAND CITY, NEW YORK 
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E. K. ELLUS 


Announcing 


CUTTING VALUE 


are prime features of EAGLE CALF. After a 
shoe is lasted, EAGLE CALF’S inherent values give it the desired salable 
appearance. Its lustre finish, depth of tone, fine grain with tight break, 
and mellowness, all have a part in appealing to your customer who seeks 
both style and comfortable wear. 


EAGLE CALF is meeting a lively demand in 
several nationally known lines of men’s fine and medium grade foot- 


* * * 


ALARIC CALF « OUR LATEST CREATION 
A SPORT LEATHER OF DISTINCTION 
Made in Women’s Weights, Four-way Boarded Full Grain. 


We are listen’g when you ask for color swatches! 
CHICAGO—912-922 W. WASHINGTON BLVD. 


SAN FRANCISCO—569 HOWARD STREET 
PHILADELPHIA—325 ARCH STREET 
ST. LOUIS—1602 LOCUST STREET 


NEW YORK—2 PARK AVENUE 


0 M be A N Y ae BEACH STREET 
L MICHIGAN 
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